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We’re  local, 
coast  to  coast, 
in  newspapers.. 


>The  Philadelphia  Inquirer 
>Detroit  free  Press 

>The  Miami  Herald  &  el  Nuevo  Herald 
>San  Jose  Mertury  News 
>The  Kansas  City  Star 
>The  Charlotte  Observer 


>Fort  Worth  Star^Telegram 
>Saint  Paul  Pioneer  Press 
>Contra  Costa  Newspapers 
>Phiiadelphia  Daily  News 
>Akron  Beacon  Journal 
>The  (Coluijibia,  S.C.)  State 
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>Lexington  (Ky.)  Herald-Leader 
>The  Wichita  (Kan.)  Eagle 
>The  Macon  (Ca.)  Telegraph 
>Tallahassee  (Fla.)  Democrat 
>The  (Wilkes-Barre.  Pa.)  Times  Leader 
>Duluth  (Minn.)  News-Tribune 
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>Bellevilie  (Ml.)  News-Democrat 
>Columbus  (Ca.)  Ledger-Enquirer 
>The  (Biloxi,  Miss.)  Sun  Herald 
>Fort  Wayne  (Ind.)  News-Sentinel 
>The  (Myrtle  Beach.  S.C.)  Sun  News 
>Bradenton  (Fla.)  Herald 


>Crand  Forks  (N.D.)  Herald 
>San  Luis  Obispo  (Calif.)  Telegram-Tribune 
>The  Monterey  County  (Calif.)  Herald 
>(State  College,  Pa.)  Centre  Daily  Times 
>Aberdeen  (S.D.)  American  News 
>Warner  Robins  (Ga.)  Daily  Sun 
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For  advertising  information 
on  the  Real  Cities  Network 
e-mail  adsales9realcities.com 
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The  Power 
of  Insight 


MEDIA  MANAGEMENT 
UBRARY 
Volume  1 

Get  the  management  ideas  you 
need  from  NMC,  Northwestern 
University’s  media  management 
center.  NMC  brings  together 
four  of  their  most  popular 
publications  in  one  vital 
management  tool. 

VOLUME  1  BRINGS  YOU: 


Values.  Culture.  Content. 

How  vision  and  a  culture  of 
excellence  create  newspapers 
that  connect. 

In  Their  Prime:  Motivating 
Senior  Reporters  shows  how 
to  boost  achievement  with  advice 
from  the  experts:  star  performers. 

Inside  Newsroom  Teams 

goes  beyond  the  hype  and 
hearsay  to  reveal  the  foundations 
of  successful  newsroom  teams. 

The  Changing  Reader  paints 
a  picture  of  the  changing  lives  of 
readers-and  how  it  will  forever 
alter  newspapers. 

Get  the  Media  Management 
Library  Volume  1  from  NMC,  call 
847.491.4900  or  send  $53.00  to: 


Man^ement  Library 
NMC 

1007  Church  St.  Suite  312 
Evanston,  IL  60201 


Make  checks  payable  to  NMC.  Please 
indicate  complete  shipping  information 
(allow  14  days  for  delivery.) 
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BSfP  CALENDAR 


ENTRY  DEADLINE  IS  FEB.  1,1999 


JANUARY  28-31  Parenting  Publications  of  America  Annual 
S  M  T  W  f  F  S  Conference,  Westin  Horton  Plaza.  San 

Antonio.  Texas 

3  4  5  6  7  8  9  29-30  New  England  Press  Association  Conference, 

10  11  12  13  14  15  16  Boston  World  Trade  Center,  Boston.  Mass. 

17  18  19  20  21  22  23 

2<^25  26  27  28  29  30  29-30  A.ssociation  of  Alternative  Newsweeklies 

-  West.  Holiday  Inn  Gateway  Hotel.  San 
Francisco.  Calif. 

29-31  Association  of  Free  Community  Papers  Mid-Winter  Meeting. 
Disney  Institute,  Orlando,  Fla. 
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_ 3  4  5  6  17-20  E&P  Interactive  Newspapers  Conference 

'  .10  11  12  13  •99_  Hyatt  Regency,  Atlanta.  Ga. 

3  17  18  19  20  „ 

3  24  25  26  27  24-26  American  As.sociation  of  Advertising 

Agencies  Media  Conference  &  Trade 
Show.  New  Orleans,  La. 

Suburban  Newspapers  of  America  Spring  Publishers  Conference. 
Marquis  Resort,  Palm  Springs.  Calif. 

Maryland  Delaware  DC  Press  As.sociation  Convention.  Columbia 
Sheraton.  Columbia,  Md. 

World  Association  of  Newspapers.  Newspaper  Advertising 
Conference.  Lisbon,  Portugal 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Tucson,  Ariz. 

Inland  Press  Association  Key  Executives  Conference,  El 
Conquistador.  Tucson,  Ariz. 


V  ^  * 

f  ^  j 

1 

4-8  National  Association  of  Hispanic  Pub- 
S  M  T  W  T  F  s'  lications  Annual  Convention.  Waterfront 

1  2  3  4  5  6  Hilton.  Huntington  Beach,  Calif. 

— 9  J0_11_12_13  5.7  Great  Lakes/Midstate  Newspaper 

14  15  16  17  18  19  20  -  ,  j  , 

...  Production  Conference,  Holiday  Inn 

21  22  23  24  25  26  27  ^ 

28  29  30  31  Select  Convention  Center,  St.  Louis.  Mo. 

10-12  New  England  Newspaper  A.ssociation 

Convention.  Westin  Hotel.  Boston,  Ma.ss. 
20  National  College  Media  Spring  Convention.  Marriott  Marquis, 
New  York.  N.Y. 

20  National  Newspaper  Association  Government  Affairs  Conference. 

Hyatt  Regency  on  Capitol  Hill,  Washington.  D.C. 

20  Independent  Free  Papers  of  America  Spring  Conference,  Adams 
Mark  at  the  Florida  Mall.  Orlando.  Fla. 

20  Society  of  Professional  Journalists  Region  One  Annual 
Convention.  The  Omni,  New  Haven,  Conn. 

23  Inter- American  Press  Association  Mid-year  Meeting,  Hotel 
Wyndham.  Montego  Bay,  Jamaica 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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Enter  your  best  newspaper  marketing  efforts  of  1998!  Open  to  all 
newspapers:  daily,  weekly,  paid  or  free.  You  need  not  be  a  member 
of  the  International  Newspaper  Marketing  Association  to  enter. 

Awards  are  presented  in  four  circulation  groups  in  each  of  the  17 
categories  including  in-paper  and  printed  materials,  other  media, 
and  programs/initiatives. 

Winners  will  be  announced  in  the  May  29  issue  of  E&P  and  awards 
presented  on  May  24  at  the  69th  Annual  INMA  World  Congress  of 
Newspaper  Marketing  in  Miami,  Fla. 

The  Call  for  Entries  and  entry  forms  have  been  mailed.  If  you  did 
not  receive  yours  and  would  like  to  enter  the  competition,  contact: 


E4P 

Ask  for  Larry  Burnagiel 
Tel:  (212)  675-4380  •  Fax  (212)  929-1259 
E-mail:  lari-yb@mediainfo.com 


INMA 

Ask  for  E&P/INMA  Awards  coordinator 
Tel:  (972)  991-5900  •  Fax:  (972)  991-3151 
E-mail:  loubier@inma.org 


Entry  forms  are  available  on  the  Web:  www.inma.org/markebng.awanls.html 
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New  cliffhanger 
series  from  AP 


Office  trashing  no  small  potatoes 


by  David  Noack 


ing  hours  and  especially  targeted  her 
office.  Her  desk  was  wrecked,  as  well 
as  a  computer  and  other  office  equip¬ 
ment.  A  coat  rack  was  dismantled  and 
used  to  smash  desks  and  filing  cabi¬ 
nets.  The  vandals  left  a  note 
S  J  in  the  Newspaper  In  Educa- 
4"^  I  (NIE)  office  saying 

Hv  1  “Sorry  for  the  mess.”  In  ad- 
dition  to  the  property  dam- 
age,  at  least  several  hundred 
dollars  in  petty  cash  was 
also  taken,  says  Pressly. 

But  even  with  the  office 


If  Stephen  King  can  serialize  novels, 
why  can’t  The  Associated  Press’  enter¬ 
prise  department  string  readers  along? 
They  can.  In  a  debut  effort,  AP  features  a 
spine-tingling,  five-part  series  with  a 
cliffhanger  ending  each  day. 

“Storm  Gods  and  Heroes”  is  an  edge- 
of-the-seat  account  of  a  heroic  Coast 
Guard  rescue  operation  in  the  Gulf  of 
Alaska.  The  series,  by  AP  national  writer 
Todd  Lewan,  is  based  on  extensive  inter¬ 
views  with  fishermen  who  survived  after 
their  boat  capsized  in  icy  waters,  as  well 
as  conversations  with  rescuers  and  infor¬ 
mation  in  a  523-page  record  of  the  Coast 
Guard’s  inquest  into  the  rescue. 


The  lure  of  a  $1,000  reward  by  the 
Idaho  State  Journal  may  have  led 
to  a  possible  break  in  the  case  of  who 


reporters’  notes 
strewn  about,  and  the  general 
mayhem  of  the  incident, 
Pressly  says  they  were  able  to 


Calling  all 
police  chase  fans 

In  case  you  thought  the  World  Wide 
Web  already  had  everything,  along  comes 
www.pursuitwatch.com.  The  Web  site  of¬ 
fers  to  notify  users  on  their  personal  pag¬ 
ers  whenever  there’s  a  live  police  chase 
on  television.  Users  can  sign  up  on  the 
site  for  $1,  says  its  creator,  PursuitWatch 
of  San  Dimas,  Calif. 

The  service  currently  is  available  for 
the  Los  Angeles  broadcast  region,  where 
typically  three  or  four  pursuits  are  broad¬ 
cast  each  month,  the  company  claims. 
PursuitWatch  says  it  will  soon  expand  to 
other  regions  of  the  country.  Keep  an  eye 
out  for  slow-moving  white  Broncos. 


ransacked  the  newspaper’s 
offices  on  Dec.  20,  causing 
an  estimated  $10,000  in 
damage. 

Journal  publisher  Steph¬ 
anie  H.  Pressly  says  Poca¬ 
tello  police  are  investigating 
“a  strong  possible  lead,” 
which  may  involve  a  former 
employee. 

The  newspaper,  located 
in  the  southeastern  part  of 
the  state  and  owned  by  the 
Pioneer  Newspapers  group, 
put  up  the  reward  money  in 
the  hopes  that  it  would  lead  to  the 
arrest  and  conviction  of  the  individuals 
responsible.  Also,  a  local  Crimestop- 
pers  chapter  is  offering  up  to  $500  for 
similar  information. 

Pressly  says  it  appears  the  burglars 
entered  the  building  early  in  the  mom- 


“Sorry  for  the  mess”  read  the  note  left  by  the 
vandals  of  the  Journal  office,  pictured  here. 


get  out  the  Sunday  edition  on  Dec.  21. 

The  vandalism  occurred  right 
before  the  newspaper  was  preparing 
to  boost  security  measures  with  an 
alarm  system.  Pressly  now  says  they 
might  even  install  video  surveillance 
cameras. 


A  journalist’s 
free  tax  guide 

Often  journalists  and  tax  time  don’t  mix 
well.  But,  journalists,  pay  heed:  CCH  Inc., 
a  leading  provider  of  tax  and  business  law 
information,  distributes  a  free  booklet  that 
offers  tax  advice  specifically  tailored  to  the 
needs  of  print  and  electronic  news  report¬ 
ers,  photographers,  freelance  writers,  and 
others  who  write  for  a  living.  “CCH  Tax 
Guide  for  Journalists”  has  been  updated  to 
include  changes  created  by  the  Tax  and 
Trade  Relief  Extension  Act  of  1998,  espe¬ 
cially  those  areas  that  are  specific  to  a  jour¬ 
nalist’s  lifestyle  and  work  habits. 

The  sixth  edition  of  the  guide  provides 
quick,  easy-to-find  information  for  com¬ 
pleting  1998  tax  returns.  In  addition,  it 


Delayed  reaction 

The  athletic  director  for  Boston’s 
schools  has  admitted  reporting  bogus 
hockey  scores  to  newspapers  for  years  to 
avoid  embarrassing  the  losers  in  lopsided 
games.  He’s  promised  to  knock  it  off. 
The  Boston  Globe  blew  the  whistle  on 
the  practice  after  one  of  its  photogra¬ 
phers  noted  a  discrepancy  between  score- 
board  and  newspaper  results.  Good 
detective  work,  even  if  it  took  years  to 
close  the  case.  —  Associated  Press 


provides  guidance  for  the  1999  tax  year, 
including  new  information  for  those  who 
maintain  a  home  office.  The  booklet  also 
covers  changes  in  deductions  and  income 
tax  bracket  levels. 

For  a  free  copy  of  the  guide,  contact 
Mary  Dale  Walters  at  CCH.  Phone:  (847) 
267-2038;  fax:  (847)  267-2873;  e-mail: 
mediahelp@cch.com.  Or  mail  requests 
on  publication  or  business  letterhead  sta¬ 
tionery  to:  CCH  Public  Relations 
Department,  2700  Lake  Cook  Road, 
Riverwoods,  IL  60015. 
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Call  for  Entries  -  The  1999  Batten  Medal 


Barry  Yeoman  cares  about  everyday  people. 

"Far  too  many  of  the  best  newspaper  reporters  are  . 
journalists  first  and  human  beings  second "  says 
Yeoman's  editor.  Bob  Moser  of  The  Independent  Weekly 
in  Durham,  North  Carolina. 

"Barry  is  a  fierce  reporter  and  a  tuneful  writer,  but 
he  steadfastly  refuses  to  sacrifice  his  humanity  or  the 
humanity  of  his  subjects  for  the  sake  of  a  good  story. 

"He  understands  that  journalism  matters  most  when 
it  speaks  eloquently  and  passionately  for  those  whose 
voices  are  stifled  and  whose  humanity  is  overlooked." 

The  power  of  Yeoman's  work  earned  him  last  year's 
Batten  Medal  and  an  accompanying  $2,500  prize. 

The  Batten  Medal  was  created  as  a  tribute  to  the 
late  James  K.  Batten,  a  revered  reporter,  editor  and 
executive  for  Knight  Bidder  newspapers. 

Each  year,  the  medal  which  bears  his  name  honors  a 
journalist  whose  work  embodies  Batten's  personal  and 
professional  values  —  compassion,  fairness,  courage 
and  a  deep  concern  for  the  underdog. 

Nominations  are  now  being  sought  for  the  1999 
Batten  Medal. 


The  1999  Batten  Medal  and  the  $2,500 
prize  will  be  awarded  to  a  single  individual  for 
his  or  her  body  of  work. 

Entries  must  be  postmarked  March  1,  1999. 
The  winner  will  be  selected  by  an  independent 
jury  chaired  by  former  editor  and  publisher 
Larry  Jinks. 

The  judges  will  honor  work  representing 
outstanding  journalism  over  a  period  of  time. 
The  nomination  letter  must  reflect  how  the 
entry  reflects  the  values  of  Jim  Batten. 

A  single  series  or  individual  project,  how¬ 
ever  noteworthy,  will  not  qualify.  All  work  must 
have  been  published  within  the  three  calendar 
years  prior  to  January  1, 1999. 

The  Batten  Medal  may  be  awarded  to  any 
reporter,  columnist,  editorial  writer,  photo¬ 


grapher  or  graphic  artist  whose  work  has 
appeared  in  a  daily  or  weekly  newspaper  in 
the  United  States. 

The  entry  should  be  accompanied  by  no 
more  than  10  articles,  photos  or  graphics. 
Additional  supporting  material  or  documen¬ 
tation  is  allowed.  The  publication  date  must  be 
visible  on  each  piece  of  work.  Quality  copies 
are  acceptable.  The  entry  should  be  well- 
organized  so  it  can  be  easily  handled. 

The  following  certification  should  accom¬ 
pany  each  entry  and  should  be  signed  and 
dated;  "I  certify  that  the  information  included 
in  the  accompanying  materials  for  the  1999 
Batten  Medal  accurately  and  truthfully  reflects 
the  entry,  dates  of  publication  and  its  impact 
and  outreach." 


Entries  should  be  mailed  to: 

Foundation  for  the  Batten  Medal 
c/o  Jerry  Ceppos,  Executive  Editor 
San  Jose  Mercury  News 
750  Bidder  Park  Drive 
San  Jose,  CA  95190 

Questions  should  be  directed  to: 

Zachary  Stalberg 
c/o  Philadelphia  Daily  News 
P.O.  Box  7788 
Philadelphia,  PA  19101 
Telephone:  215-854-5905 
E-Mail;  stalbez@phillynews.com 


Copycat  story  gets 
online  reporter  canned 


were  brought  to  the  newspaper’s  attention 
by  a  reader,  who  e-mailed  Clements,  say¬ 
ing:  “I  read  an  article  today  on  CNNfn  that 
I  had  read  before.  Sure  enough,  the  article 
is  a  complete  rehash  of  your  12/15/98  Get¬ 
ting  Going  column.” 


by  David  Noack 

A  financial  reporter  for  CNNfn.com 
who  was  fired  over  a  stock  market 
investing  story  that  resembled  a 
Wall  Street  Journal  personal-finance  col¬ 
umn  denies  it  was  a  case  of  plagiarism. 

“It  wasn’t  an  original  idea  at  all.  It  was 
a  story  about  how  to  invest  in  the  market. 
I  heard  all  of  the  same  information  from 
different  analysts,  and  so  I  did  write  a 
similar  story.  It’s  unfortunate  that  it  came 
out  sounding  the  same.  It  was  not  my 
intent.  Everything  I  wrote  I  can  back  up 
independently,”  says  Leena  Ajinkya,  who 
worked  at  the  online  financial  news  site 
since  August  1996. 

Ajinkya,  25,  admits  she  was  aware  of 
the  Journal  column  on  stock  market  in¬ 
vesting  but  that  she  developed  her  own 
sources  on  what  is  a  common  theme  in 
financial  reporting,  namely  whether  and 
how  to  make  stock  investments. 

“I  do  admit  it  is  the  same  article.  But  I 


wanted  to  tell  you  that  I 
had  my  own  sources.  I 
think  I  even  probably 
made  a  mistake  in  not  at¬ 
tributing  my  sources  more 
closely,”  she  says. 

The  chain  of  events  leading  to  Ajinkya ’s 
dismissal  started  Friday,  Jan.  15,  when 
CNNfn.com  news  executives  were  informed 
about  the  possible  plagiarism  by  the  Journal. 

“I’m  sad  to  report  that  substantial  sec¬ 
tions  of  an  article  posted  earlier  today  on 
the  CNNfn.com  Web  site  contained  mater¬ 
ial  that  first  appeared  in  The  Wall  Street 
Journal  last  month,”  wrote  Craig  Forman,  a 
vice  president  of  CNNfn,  where  an  apology 
appeared  on  the  Web  site. 

The  article  in  question  ran  in  the  Journal 
on  Dec.  15,  1998,  and  was  penned  by 
Jonathan  Clements,  who  writes  a  weekly 
personal-finance  column  for  the  paper.  The 
CNNfn.com  piece,  written  by  Ajinkya, 
appeared  online  on  Jan.  15. 

The  similarities  between  the  two  articles 


In  addition,  a  second 
story  by  Ajinkya,  which  ran 
on  Nov.  17,  1998,  about 
mutual  fund  investing  also 
resembles  an  Oct.  20, 1998, 
Clements  column  on  the  same  topic  that 
was  also  provided  to  CNNfn.com. 

Richard  Tofel,  a  spokesman  for  Dow 
Jones  &  Co.,  the  parent  of  the  Journal, 
says;  “We  thought  they  acted  promptly 
[and]  in  our  view,  appropriately.” 

Howard  Polskin,  vice  president  of  public 
relations  for  CNN,  declined  to  discuss  any 
details  of  Ajinkya ’s  dismissal. 

“We  were  alerted  to  it  last  Friday  (Jan. 
15).  We  responded  last  Friday  and  believe 
we  responded  quickly  and  responsibly  and 
that  we  took  the  appropriate  disciplinary 
action,  but  the  specifics  I’m  not  going  to  go 
into. ...  The  actions  we  took,  we  took  some 
very  quick  and  decisive  actions  last  Friday 
on  the  basis  of  what  we  learned,”  says 
Polskin,  who  also  would  not  discuss 
AJinkya’s  work  history. 


Acclaimed  Indiana  publisher  dies 


by  Ken  Liebeskind 

Eugene  S.  Pulliam,  pub¬ 
lisher  of  The  Indiana¬ 
polis  Star  and  The  Indiana¬ 
polis  News,  died  Jan.  20  after 
a  long  illness.  He  was  84. 

Pulliam,  who  became 
publisher  of  the  papers  after 
his  father,  Eugene  C.  Pul¬ 
liam,  died  in  1975,  was  re-  Pulliam  in 
nowned  for  his  defense  of 
press  freedoms.  In  the  early  1950s,  he 
assailed  the  smear  tactics  of  Sen.  Joseph 
McCarthy,  calling  them  “not  only  a 
threat  to  the  freedom  of  the  press  but 
also  a  peril  to  America.” 

At  the  time,  Pulliam  was  serving  on  a 
special  committee  of  the  American  So¬ 
ciety  of  Newspaper  Editors  that  was 
called  to  investigate  McCarthy’s  attacks 
on  New  York  Post  editor  James  Wechsler 
(see  sidebar). 

During  his  tenure  at  the  Star,  the  paper 
won  two  Pulitzer  Prizes,  in  1975  for  an 
investigation  of  police  corruption  and  in 
1991  for  a  series  on  medical  malpractice. 
Pulliam  was  the  uncle  of  former  vice 


president  Dan  Quayle  and  de¬ 
fended  him  in  a  signed  editorial 
in  1988,  after  (Juayle  had  been 
elected  vice  president.  “During  a 
political  campaign  that  abounded 
with  attacks  on  his  career,  he  kept 
his  head  high,”  Pulliam  wrote. 

Pulliam  was  bom  in  1914  in 
Atchison,  Kan.,  and  was  a  pa¬ 
perboy  in  Indiana.  After  graduat- 
le  ’60s  ing  from  DePauw  University  in 
1935,  he  Joined  United  Press, 
which  became  United  Press  International, 
and  worked  in  the  service’s  bureaus  in 
(Thicago,  Detroit,  and  Buffalo,  N.Y. 

After  Navy  service  in  World  War  II,  he 
Joined  the  Star,  which  his  father  had  pur¬ 
chased  in  1944,  and  worked  as  aviation 
editor,  assistant  city  editor,  and  city  edi¬ 
tor.  He  later  served  as  executive  vice 
president  of  Central  Newspapers,  parent 
company  of  the  Pulliam  newspaper 
group  and  was  active  in  professional 
news  organizations,  including  the  Asso¬ 
ciated  Press  Managing  Editors  and  the 
American  Newspaper  Publishers  Associ¬ 
ation  Foundation.  He  is  survived  by  a 
wife,  Jane,  two  daughters,  and  a  son. 


Pulliam  and  ASNE 
took  on 

Sen.  McCarthy 

The  year  was  1953  and  Sen.  Joseph 
McCarthy’s  House  Un-American 
Activities  Committee  was  investigating 
Americans  from  all  walks  of  life  for 
their  ties  to  Communism. 

On  April  24,  1953,  McCarthy  ques¬ 
tioned  James  Wechsler,  editor  of  the 
New  York  Post,  asking  him  whether  he 
or  any  members  of  his  staff  were 
Communists  and  if  his  editorials  were 
attacking  FBI  director  J.  Edgar  Hoover. 

The  American  Society  of  Newspaper 
Editors  responded  by  calling  a  special 
committee,  which  included  Eugene  S. 
Pulliam,  to  investigate  McCarthy’s 
actions.  Though  the  committee  was 
unable  to  agree  whether  McCarthy  had 
threatened  freedom  of  the  press,  four 
of  its  members,  including  Pulliam, 
condemned  McCarthy  for  “using  the 
power  of  government  to  probe  into  a 
newspaper  editorial  conscience  and 
challenge  its  right  to  criticize  govern¬ 
ment”  (E&P,  Aug.  15,  1953). 

—  Ken  Liebeskind 
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Still-photographers  shut  out  of  Senate 


Photo  hy  Win  McNamee 


News  photographers  gather  outside  the  Senate  Chamber,  as  they  were  not  allowed  to 
record  the  events  inside  the  chamber  due  to  the  rules  of  the  Senate. 


by  Kelvin  Childs 

Television  footage  from  Senate-con- 
trolled  TV  cameras  are  about  the 
only  way  the  world  sees  images 
from  inside  the  Senate  chamber  as  the  trial 
of  President  Clinton  continues. 

Despite  appeals  to  the  Senate  leadership 
from  news  organizations,  photographers, 
and  even  two  senators  —  Edward  M. 
Kennedy  of  Massachusetts  and  Patrick  J. 
Leahy  of  Vermont  —  rules  banning  still 
photographers  from  working  inside  the 
Senate  chamber  are  not  likely  to  be  relaxed. 

And  outside  the  chamber,  security 
rules  drafted  for  the  trial  limit  reporters’ 
access  to  senators  as  they  walk  the 
Capitol  corridors. 

Citing  the  trial’s  historical  significance, 
the  Standing  Committee  of  Press  Photog¬ 
raphers  wrote  to  Senate  majority  leader 
Trent  Lott,  R-Miss.,  and  to  Sen.  Christo¬ 
pher  J.  Dodd,  D-Conn.,  ranking  member 
of  tbe  Senate  Rules  Committee,  asking 
that  news  photographers  be  allowed  in. 
The  photographers  noted  that  the  rules 
were  suspended  at  least  once,  for  the 
swearing  in  of  Nelson  Rockefeller  as  vice 
president  in  1974. 

Photo  directors  at  Newsweek,  Time,  and 
US.  News  &  World  Report  also  sent  a 
Joint  letter  to  Lott  asking  for  access. 

Dodd  and  Rules  Committee  chairman 
Mitch  McConnell.  R-Ky.,  wrote  back 
denying  the  request.  The  only  concession 
the  Rules  Committee  made  was  to  allow 
the  official  Senate  photographer  to  take 
pictures  of  senators  being  sworn  in  at  the 
trial  start. 

Dotld  and  McConnell  indicated  that  the 
rules  might  be  relaxed  as  the  trial  went  on, 
but  it  isn’t  likely,  says  Robert  Petersen, 
superintendent  of  the  Senate  Daily  Press 
Gallery.  Two-thirds  of  the  senators  would 
have  to  vote  to  suspend  the  rules.  “That’s 
not  going  to  happen.”  he  says.  “They  don’t 
have  time  for  it.” 

Jeffrey  S.  Kent,  director  of  the  Senate 
Press  Photographers’  Gallery,  says  that,  as 
a  practical  matter,  suspending  the  rules 
would  require  unanimous  consent  of  the 
senators.  Without  it,  the  vote  would  be  sub¬ 
ject  to  debate  and  filibuster.  “It  could  take 
longer  than  the  trial  to  resolve,”  he  says. 

Still,  Leahy  wrote  to  Lott  and  Senate 
minority  leader  Thomas  A.  Daschle,  D- 
S.D.,  pleading  that  the  press  photogra¬ 


phers  be  allowed  in.  So  did  Kennedy,  after 
being  called  by  Boston  Globe  Editor 
Matthew  V.  Storin. 

“I  think  it’s  eminently  rea.sonable  for  a 
pool  camera  or  cameras  to  be  allowed 
into  the  chamber  every  day  to  photograph 
the  event.”  says  Jim  Manley.  Kennedy’s 
press  secretary.  “The  senator  has  made 
his  feelings  known,  and  whatever  can  be 
done,  he  will  do  so.”  Storin  was  out  of  the 
country  and  could  not  be  reached  for 
comment. 

The  trial  is  televised  by  C-SPAN,  whose 
cameras  in  the  chamber  are  controlled  by 
Congress.  However,  the  Senate  rules  allow 
even  the  C-SPAN  cameras  to  be  turned  off 
during  final  deliberations,  or  at  any  time 
two-thirds  or  more  of  the  senators  vote  to 
do  so.  A  number  of  newspapers,  including 
The  Washington  Post  and  Los  Angeles 
Times,  have  written  editorials  calling  for 
the  full  process  to  be  televised.  Also,  C- 
SPAN  president  and  CEO  Brian  Lamb  and 
Barbara  Cochran,  president  of  the  Radio- 
Television  News  Directors  Association, 
have  written  to  the  Senate  leadership 
appealing  for  full  coverage. 

Print,  TV,  and  radio  reporters  are 
allowed  seats  in  the  Senate  gallery,  but 
their  access  to  senators  outside  the  cham¬ 
ber  have  been  limited  under  security  rules 
established  for  the  trial.  Reporters  who 
could  freely  walks  alongside  senators  on 
the  way  in  or  out  of  the  chamber  now  must 
stay  behind  rope  lines  while  the  trial  is  in 
session.  Still  photographers  must  remain 


behind  a  cordon  on  one  side  of  the  cham¬ 
ber  entrance,  and  many  areas  where  they 
could  freely  take  photos  are  now  off-lim¬ 
its.  These  include  the  areas  in  front  of  the 
President’s  Reception  Room,  which  chief 
justice  William  H.  Rehnquist  is  using  as 
an  office,  and  the  Senate  Reception 
Room,  used  as  an  office  by  the  White 
House  legal  team. 

The  trial  rules  were  established  by 
Senate  sergeant-at-arms  James  Ziglar, 
press  secretary  for  Lott  and  Daschle,  and 
the  Capitol  Police.  However,  many 
reporters  complain  that  the  police  officers 
are  keeping  them  from  the  senators. 
“There  have  been  some  reporters  who 
have  pushed  the  envelope  and  who  don’t 
like  being  restricted.”  Petersen  says. 

“It’s  a  very  difficult  situation,”  says 
Raymond  Lustig,  a  photographer  for  the 
Washington  Post.  “It  depiends  a  lot  on 
what  the  police  decide  to  do.  But  it’s  vel¬ 
vet  rope  journalism.” 

Petersen  says  that  after  the  first  few 
days,  some  changes  were  made;  normal 
access  rules  are  now  in  force  when  non¬ 
trial  business  is  being  conducted.  And  a 
pool  TV  camera  has  been  provided  out¬ 
side  the  chamber  for  senators  to  give 
impromptu  press  conferences. 

However,  the  sheer  number  of  journal¬ 
ists  present  makes  for  some  difficulty. 
Petersen  says  nearly  300  people  were 
waiting  outside  the  chamber  during  the 
bipartisan  caucus  establishing  the  trial 
procedure.  Hi 
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Multiple  suits  racked 
up  in  San  Francisco 


by  M.L.  Stein 

In  an  increasingly  con¬ 
tentious  battle,  publishers 
have  filed  two  separate 
lawsuits  against  the  city  of 
San  Francisco  to  block  the 
installation  of  multiple  news 
racks  to  replace  the  single¬ 
paper  fixtures  the  administra¬ 
tion  considers  a  street  blight. 

In  the  first  action,  seven 
newspapers  are  seeking  a 
permanent  injunction  to  stop 
the  city  from  implementing 
an  ordinance  approving  new, 
pedestal-mounted  racks, 
terming  the  measure  an  “un¬ 
constitutional  prior  re-straint 
vesting  unfettered  discretion 
in  the  Director  of  the  De¬ 
partment  of  Public  Works.” 

Joining  in  the  suit  are  the 
San  Francisco  Examiner, 

San  Francisco  Chronicle, 

USA  Today,  The  New  York 
Times,  San  Jose  Mercury 
News,  Los  Angeles  Times, 
and  SF  Weekly.  The  second 
suit  by  the  alternative  San 
Francisco  monthly,  SF  Frontlines,  charges 
the  city  with  not  only  a  First  Amendment 
violation  but  also  a  breach  of  the  Sherman 
and  Clayton  antitrust  acts. 

San  Francisco’s  Board  of  Supervisors 
in  late  December  approved  a  20-year  con¬ 
tract  with  the  New  York-based  Adshel 
Corp.  to  replace  12,000  free-standing 
racks  with  about  1,000  pedmounts  con¬ 
taining  up  to  20  windows  for  publications. 

The  deal  would  cost  the  city  nothing, 
but  450  of  the  mounts  would  display  out¬ 
side  commercial  advertising  whose  rev¬ 
enue  would  go  to  Adshel  in  the  first  five 
years.  After  that,  the  company  would  pay 
San  Francisco  5%  of  its  gross  annual 
advertising  income  exceeding  $2  million 
and  maintain  the  equipment.  Publications 
would  be  charged  a  yearly  fee  of  $30  for 
each  slot  they  use. 

Steven  Falk,  president  of  the  San 
Francisco  Newspaper  Agency,  the  busi¬ 
ness  arm  of  the  Examiner  and  Chronicle, 
asserts  that  the  supervisors’  action  “gives 

1  0 


unbridled  power  and  discre¬ 
tion  to  the  DPW  to  deter¬ 
mine  how  and  where  news¬ 
papers  are  sold.  For  us,  ped¬ 
mounts  take  away  individual 
marketing  at  the  point  of 
sale.”  Referring  to  the  suit, 
he  adds,  “We  may  be 
strange  bedfellows,  but  if  we 
don’t  stop  this  here,  newspa¬ 
pers  all  over  the  country  will 
face  the  same  problem.” 

Bruce  B.  Brugmann,  edi¬ 
tor  and  publisher  of  the  San 
Francisco  Bay  Guardian,  a 
bitter  opponent  of  the  ped¬ 
mounts,  but  not  a  party  to 
the  suit,  accuses  the  super¬ 
visors  and  Mayor  Willie 
Brown  of  “putting  together 
the  most  punishing,  ap¬ 
palling  restriction  on  news¬ 
paper  racks  of  any  city  in 
the  country.  This  great  liber¬ 
al  city  with  its  great  liberal 
tradition  is  saying  that  it 
hates  newspapers  and  is 
going  to  punish  them  for 
doing  nothing  more  than 
criticizing  the  mayor  and 
city  hall.  Brown  seems  to  think  he  is  the 
only  mayor  in  America  who’s  ever  been 
criticized  by  the  press.” 

The  Bay  Guardian,  which  supported 
Brown  in  his  election,  has  since  lambast¬ 
ed  him  on  a  number  of  issues.  Brugmann 
explains  that  the  Bay  Guardian  is  not  a 
party  to  the  suit  because  they  were  not 
invited  to  Join  the  coalition  for  what  he 
believes  were  competitive  reasons. 

Brown’s  media  spokesman,  Ron 
Vinson,  denies  the  mayor  is  retaliating 
against  newspapers  for  their  blasts  at  him, 
saying:  “The  [jjedmounts]  are  needed  for 
uniformity  in  our  streets.  They  are  esthet¬ 
ic  and  functional.  It’s  not  a  grudge.  If  we 
all  held  grudges,  we  wouldn’t  get  any¬ 
thing  done.” 

There  is  fierce  objection  to  pedmount 
advertising.  Falk  complains  the  uniform 
racks  represent  a  “conflict  of  interest 
between  serving  the  public  and  placing 
the  racks  where  they  will  raise  the  most 
see  Racks  on  page  45 
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Pedmounts  take 
away  individual 
marketing  at 
the  point  of  sale. 
...  If  we  don’t 
stop  this  here, 
newspapers  all 
over  the  country 
will  face  the 
same  problem. 

—  Steven  Falk, 

San  Francisco 
Newspaper  Agency 


E&P’s  new  Online 
Buyers  Guide 

A  free  Online  Buyers  Guide  service 
for  executives  in  the  print  and 
online  news  industries  has  been 
launched  by  Editor  &  Publisher  Co. 

Information  on  more  than  2,000  ven¬ 
dors  serving  the  newspaper  industry  can 
be  accessed  at  www.mediainfo.com/buy- 
ersguide.htm.  Users  can  find  products  and 
services  by  searching  according  to  general 
service  type,  specific  service  type,  key 
words,  company  names,  and  geographic 
locations. 

“The  newspaper  industry  has  relied  on 
the  annual  E&P  International  Year  Book 
for  this  kind  of  data  since  it  was  first  pub¬ 
lished  in  1924,”  says  Colin  Phillips,  pub¬ 
lisher  of  Editor  &  Publisher.  “As  newspa¬ 
pers  began  to  rely  on  our  Web  site, 
www.mediainfo.com,  for  industry  news 
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and  information,  users  asked  for  a  more 
convenient,  searchable,  online  version  of 
that  data  to  simplify  the  process  of  finding 
needed  products  and  services.” 

Buyers  Guide  listings  include  company 
names  and  addresses,  key  personnel, 
phone  and  fax  numbers,  e-mail  addresses, 
and  Web  site  URLs.  Companies  also  have 
the  option  of  adding  their  logos  and  pro¬ 
motional  copy  as  well  as  creating  direct 
links  to  their  e-mail  addresses  and  Web 
sites.  Rates  for  advertising  options  beyond 
the  free  basic  Web  page  begin  at  $100. 

“Every  company  listing  includes  a  basic 
Web  page,  so  this  service  makes  it  possible 
for  even  the  smallest  vendors  to  have  a 
Web  presence,”  says  Dennis  O’Neill,  E&P 
vice  president  of  advertising  and  sales. 

The  Editor  &  Publisher  Co.  is  a  114- 
year-old,  family-owned  company  that  pub¬ 
lishes  print  and  electronic  periodicals  and 
annual  newspaper  industry  reference 
books.  The  company  also  operates  the 
major  industry  trade  shows.  Interactive 
Newspapers,  and  the  Online  Classified 
Industry  Symposium. 
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2nd  Vietnamese 
carrier  kiiied 

A  Long  Beach,  Calif.,  Press-Telegram 
carrier  was  shot  to  death  while  on  his 
route.  Huong  Ngoc  Tran,  45,  who  left  a 
wife  and  two  children,  was  found  in  the 
back  of  a  Nissan  Maxima  with  a  bullet  in 
his  chest.  He  was  the  .second  Vietnamese 
deliverer  for  the  paper  to  be  murdered  on 
the  job. 

Tran  worked  for  two  years  as  an  inde¬ 
pendent  carrier  for  the  Press-Telegram. 
“He  was  very  dedicated  and  loyal  to  his 
Job,”  says  David  Ha,  a  circulation  district 
adviser.  —  M.L.  Stein 

Journaiist  faces 
jury  tampering 
charges 

An  author  accused  of  sending  his  book 
to  grand  jurors  who  investigated  the 
Oklahoma  City  bombing  was  freed  on 
bond  after  surrendering  on  two  charges  of 
attempting  to  influence  a  juror.  David 
Hoffman,  38,  turned  himself  in  last  week 
on  an  indictment  handed  down  Dec.  30. 
He  was  released  on  $10,000  bond. 


Hoffman,  who  runs  an  alternative  San 
Francisco  newspap)er,  the  Haight-Ashbury 
Free  Press,  could  get  up  to  two  years  in 
jail  if  convicted.  Hoffman  is  accused  of 
sending  a  copy  of  his  book,  “The 
Oklahoma  City  Bombing  and  the  Politics 
of  Terror,”  and  a  note  to  alternate  grand 
juror  Frank  Simms  in  September. 

UNITY  appoints 
new  president 

UNITY:  Journalists  of  Color  Inc.,  has 
named  Catalina  Camia  its  president  for 
1 999.  Camia.  a  Washington  correspondent 
for  The  Dallas  Morning  New’s,  is  president 
of  the  Asian  American  Journalists 
Association. 

UNITY  is  a  coalition  of  AAJA  and  the 
Native  American  Journalists  Association, 
the  National  Association  of  Hispanic 
Journalists,  and  the  National  Association 
of  Black  Journalists.  The  presidency  of 
UNITY  rotates  between  the  four  partners. 

Camia  succeeds  Kara  Briggs,  president 
of  NAJA,  who  served  as  UNITY  president 
in  1998.  Camia’s  term  will  include  man¬ 
aging  the  Unity  '99  convention  in  Seattle 
from  July  7  to  11.  Unity  '99,  the  second 


A  new  editor  at  E&P 


Kimberly  Erin  Scheck, 
who  worked  as  a  pro¬ 
duction  editor  at 
Newsweek  magazine  and  as 
editor  in  chief  of  the  New  York 
City  daily  Open  Air,  has  been 
named  news  editor  of  Editor 
&  Publisher  magazine. 

At  Newsweek,  Scheck  was  a  liaison 
between  editors,  the  copy  desk,  and  the 
art  department  for  both  the  overseas  and 
domestic  editions.  She  also  oversaw  the 
magazine’s  eight  special  issues. 

Prior  to  that,  she  was  with  Open  Air, 
a  48-page  tabloid  that  was  published 
by  Abe  Hirschfeld.  the  controversial 
real  estate  tycoon  who  also  had  a 
brief  tenure  as  publisher  of  the  New 
York  Post. 

In  her  newly  created  position,  Scheck 
will  oversee  all  copy  flow  and  produc¬ 
tion  aspects  of  E&P,  supervising  all 
news  and  copy  desk  functions  as  well  as 
editorial  production  and  special  pro¬ 
jects.  She  reports  to  Steve  Yahn,  senior 
managing  editor. 


“Kimberly  is  a  terrific  addi¬ 
tion  to  our  team  as  we  contin¬ 
ue  to  focus  on  improving  the 
quality  of  our  work  and  the 
quality  of  our  presentation,” 
says  Brian  L.  Steffens,  senior 
vice  president  and  editor  of 
The  Editor  &  Publisher  Co. 
“Her  experience  and  spirited  leadership 
will  strengthen  our  ability  to  continually 
improve  our  service  to  our  readers.” 

Prior  to  Open  Air,  Scheck  was  editor 
in  chief  of  Real  Estate  Weekly,  a 
Hagedom  Communications  Inc.  publi¬ 
cation  covering  the  industry  throughout 
the  New  York  City  metropolitan  area. 

Scheck  received  a  bachelor  of  sci¬ 
ence  degree  in  journalism  from  St. 
John’s  University,  in  New  York,  where 
she  was  editor  in  chief  of  The  Torch,  the 
student  newspaper.  She  began  her  pro¬ 
fessional  journalism  career  as  managing 
editor  of  Town  &  Village,  also  a  Hage¬ 
dom  publication,  which  covers  Manhat¬ 
tan  neighborhoods  from  the  Lower  East 
Side  to  Kips  Bay. 


joint  convention  of  the  four  partners,  is 
expected  to  draw  6.000  journalists  from 
all  over  the  United  States. 

—  Kelvin  Childs 

JAMA:  sex  survey, 
impeachment, 
don’t  mix 

The  editor  of  The  Journal  of  the 
American  Medical  Association  (JAMA) 
was  fired  for  publishing  a  what-is-sex  sur¬ 
vey  of  college  students  to  coincide  with 
President  Clinton’s  impeachment  trial.  Dr. 
George  D.  Lundberg  was  di.smissed  Jan. 
15  for  “inappropriately  and  inexcusably 
interjecting  JAMA  into  the  middle  of  a 
debate  that  has  nothing  to  do  with  science 
or  medicine,”  says  E.  Ratcliffe  Anderson 
Jr.,  executive  vice  president  of  the  AMA. 

On  the  advice  of  his  attorney,  Lundberg, 
65,  would  not  comment.  He  had  been  edi¬ 
tor  of  JAMA  for  17  years.  The  article, 
“Would  you  say  you  'had  sex’  if...?”  was 
based  on  a  1991  survey.  It  found  that  599f 
of  college  students  surveyed  did  not  con¬ 
sider  having  oral  sex  as  having  “had  sex.” 
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Family-Style  publishing 

In  rapidly  shrinking  realm,  seeking  a  talented  staff, 
providing  strong  news  hole  and  good  direction  still  the  keys 


Tim  Hays 


by  M.L.  Stein 

The  20th  century  has  seen  a  marked 
reduction  in  family-owned  daily 
newspapers  to  the  point  that  only 
about  300  remain  among  the  approxi¬ 
mately  1,510  U.S.  dailies. 

One  of  the  casualties  was  the  highly 
regarded  The  Press-Enterprise  in  River¬ 
side,  Calif.,  which  was  sold  in  1997  to 
A.H.  Belo  Corp.,  owner  of  The  Dallas 
Morning  News,  Providence  Journal- 
Bulletin,  and  other  newspapers.  Howard 
H.  “Tim”  Hays  Jr.,  the  Press-Enterprise'^ 
former  board  chairman,  discusses  the 
decline  in  independent  dailies  with  E&P. 

E&P:  In  your  opinion,  how  many 
of  the  300  famiiy-owned  daiiies  in 
the  country  wiii  be  around  10  years 
from  now? 

Hays:  I  would  guess  that  the  number 
will  be  reduced  by  20%  to  25%  in  that 
period.  There  is  something  virtually 
inevitable  about  the  sale  of  a  family  paper. 
As  in  our  case,  it  is  a  matter  of  fighting 
inheritance  taxes,  of  finding  someone  in 
the  family  who  has  the  capability  and 
desire  to  go  on  with  the  paper,  and  a  mat¬ 
ter  of  ownership  being  splintered  from 
one  generation  to  another.  It’s  also  a  mat¬ 
ter  of  holding  the  interest  of  relatives  who 
no  longer  live  in  town  and  who  may  want 
to  sell.  It’s  not  just  a  little  family  unit;  it’s 
a  big,  spread-out  family  unit.  The  problem 
is  maintaining  the  family’s  concentrated 
interest  and  having  a  generation  of  talent 
in  the  family  to  run  the  newspaper. 

What  do  family-operated  papers 
contribute  to  a  community  that  per¬ 
haps  a  chain-owned  paper  does  not? 

Family-owned  newspapers  are  better 
for  the  community  for  a  variety  of  rea¬ 
sons.  I  think  it’s  better  that  editorial  Judg¬ 
ments  be  made  in  town  with  no  direction 
from  a  central  office  by  people  who  have 
very  little  knowledge  of  the  community 
and  who  tell  editors  they  have  to  shrink 
their  news  hole  and  cut  back  on  staff  to 
make  the  profits  that  will  support  the 
price  of  the  chain’s  stock. 


Of  course,  there  are  first-rate 
famiiy  newspapers  and  others  that 
are  not  so  great.  What  makes  the 
difference? 

Yes,  the  papers  are  of  uneven  quality.  I 
believe  the  difference  between  good 
newspapers  and  mediocre  ones  lies  in  the 
quality  and  commitment  of  the  family 
owners,  who  are  not  as  concerned  about 
year-to-year  gains,  who  seek  out  a  talent¬ 
ed  staff,  and  provide  a  strong  news  hole 
and  good  direction.  This  is  the  kind  of 
newspaper  in  which  a  town  takes  a  mea¬ 
sure  of  pride.  This  is  usually  not  possible 
with  a  paper  owned  by  a  corporation 
headquartered  somewhere  else.  This  is 
even  true  in  a  fine  corporation  like  Belo, 
which  turns  out  excellent  newspapers. 
But  it’s  still  not  quite  the  same  thing. 

Isn’t  it  possible  that  the  manage¬ 
ment  of  a  group  paper  can  be  In 
close  touch  with  the  community? 

Perhaps,  but  the  problem  often  is  that 
the  editor  of  a  chain  paper  aspires  to  be 
promoted  to  a  larger  newspaper.  He  wants 
to  leave  town.  He  is  more  interested  in 
pleasing  headquarters  than  pleasing  his 
community  and  his  staff. 

Do  readers  really  care  who  owns 
the  paper? 

Some  do,  particularly  people  who  are 
active  in  the  community  in  a  political, 
business,  or  social  sense.  A  locally  owned 
newspaper  is  important  to  them.  I  think 
the  independent  paper  owner  is  taken 
more  seriously.  People  know  he  has  an 
investment  in  the  community  and  isn’t 
going  to  be  running  off.  The  community 
associations  are  much  richer  when  there 
is  an  independently  owned  paper. 

Can  a  sale  to  a  chain  have  a  pos¬ 
itive  result  for  a  community? 

Some  chains  improve  the  newspaper, 
but  that  is  unusual.  In  a  substantial  major¬ 
ity  of  the  cases,  the  newspaper  suffers, 
although  there  are  some  groups  that  do  a 
very  responsible  job  for  the  papers  they 
own.  When  we  decided  to  sell  our  news¬ 
paper,  we  considered  only  a  group  that 


we  judged  to  be  of  that  quality.  We  didn’t 
run  up  the  flag  for  a  bidding  war  to  see 
who  would  give  us  the  most  for  the  paper. 
I’m  very  pleased  with  the  way  Belo  has 
run  the  Press-Enterprise. 

What  should  the  owners  of  a 
family  paper  look  for  in  selecting 
a  buyer? 

They  should  look  for  the  quality  of  the 
newspapers  a  chain  already  owns  and 
make  inquiries  of  their  staffs.  [Fresi- 
Enterprise  editor  and  publisher]  Marcia 
McQuem  talked  to  a  number  of  people 
who  worked  for  other  papers  and  they 
were  quite  candid. 

What  can  a  new  group  owner  of  a 
!  family  paper  do  to  turn  the  transi¬ 
tion  into  a  benefit  for  the  newspa¬ 
per,  the  staff,  and  the  community? 

If  the  company  publishes  first-class 
ncA^spapers,  there  probably  is  little  it  has 
to  do.  But  if  it’s  a  mediocre  group,  it 
must  be  willing  to  raise  salaries,  in¬ 
crease  the  news  hole  and  give  the  news¬ 
paper  a  substantial  measure  of  indepen¬ 
dence  while  taking  every  opportunity  to 
improve  it. 

Assuming  a  family-owned  paper 
I  is  solvent,  what  can  It  do  to  remain 
I  independent? 

The  family  has  to  have  the  right  kind 
of  children,  who  are  willing  to  assume 
the  load.  I  don’t  think  it  should  worry 
about  the  surrounding  competition.  We 
didn’t  throw  in  the  sponge  because 
Gannett  owned  San  Bernardino  [The  San 
Bernardino  Sun].  I  don’t  think  surround¬ 
ing  competition  is  a  problem  for  contin¬ 
ued  family  ownership. 

I  What  do  you  miss  most  about 
leaving  the  newspaper  business? 

The  associations  within  the  industry 
and  my  contacts  with  the  community.  I 
still  go  to  NAA  [Newspaper  Association 
of  America]  and  ASNE  [American 
Society  of  Newspaper  Editors]  meetings 
for  the  opportunity  to  see  the  friends  I’ve 
made  over  the  years  in  this  business. 


1  2  EDITOR  &  PUBLISHER  /  JANUARY  23.  1999 


www.mediainfo.com 


I0IWK 


Prof  criticizes  SPJ  ethics  code 

Maryland  media  professor  believes  that  Society  of 
Professional  Journalists’  code  of  ethics  ignores  duty  to  truth 


by  David  Noack 

Does  the  Society  of  Professional 
Journalists  (SPJ)  Code  of  Ethics 
endorse  public  journalism?  A 
Maryland  media  professor  thinks  so. 
William  M.  Lawbaugh.  an  associate  profes¬ 
sor  of  communications  at  Mount  St.  Mary’s 
College  in  Emmitsburg.  examined  the  orga¬ 
nization’s  ethics  codes  for  1984,  1987,  and 
1996  and  believes  the  latest  revised  code 
includes  public  journalism  language. 

He  presented  his  findings  at  a  recent 
meeting  of  the  As.sociated  Collegiate  Press 
( ACP)  and  College  Media  Advisers  in  Kan¬ 
sas  City,  Mo.  Lawbaugh’s  remarks  were 
first  reported  in  the  December/January 
1998/1999  issue  of  the  St.  Louis  Journal¬ 
ism  Review. 

Basically,  public  or  civic  journalism 
attempts  to  reconnect  readers  with  their 
communities  and  political  and  civic  life. 
The  media,  whether  a  newspaper  or  televi¬ 
sion  station,  act  as  a  catalyst  to  bring  vari¬ 
ous  voices  together  to  try  and  resolve  an 
issue  or  controversy. 

But  does  the  revised  SPJ  code  now  re¬ 
flect  public  journalism  stan¬ 
dards  and  values? 

By  including  the  word 
"public”  in  the  code  or  say¬ 
ing  that  reporters  should  lis¬ 
ten  to  readers  means  the  code 
now  leans  toward  public 
journalism?  Or  is  it  just  a 
matter  of  interpretation  or 
lack  of  a  clear  definition. 

The  SPJ  code,  which  ad¬ 
vances  basic  journalism  stan¬ 
dards  and  ethical  principles, 
is  followed  by  many  reporters 
and  editors  in  the  nation’s 
newsrooms. 

Steve  Geimann,  chairman 
of  SPJ’s  Ethics  Committee, 
denies  the  code  is  pro-public 
journalism. 

Lawbaugh.  however,  points 
to  several  sections  of  the 
code,  including  the  preamble, 
that  he  says  lends  credence  to 
public  journalism. 

www.mediainfo.com 


For  example,  Lawbaugh  points  to  phras¬ 
es  in  the  preamble  such  as  "public  enlight¬ 
enment"  and  that  the  media  should  “strive 
to  serve  the  public.”  He  also  cites  other  pas¬ 
sages  that  call  for  journalists  to  “support  the 
open  exchange  of 
views,  even  views 
they  find  repugnant 
and  “clarify  and  ex¬ 
plain  news  coverage 
and  invite  dialogue  with  the  public  over 
journalistic  conduct.” 

“1  don’t  think  that  journalists  should  be 
accountable  to  anything  but  the  truth. ...  It’s 
right  there  in  black  and  white  that  journal¬ 
ists  are  accountable  to  their  readers,  listen¬ 
ers  and  viewers.  That’s  public  journalism.” 
says  Lawbaugh.  a  member  of  SPJ’s  Mary¬ 
land  Professional  Chapter. 

Louis  Hodges,  a  Knight  professor  of 
journalism  at  Wa.shington  and  Lee  Lfniver- 
sity  in  Virginia,  says  Lawbaugh  doesn’t  un¬ 
derstand  that  “enlightenment  requires  expo¬ 
sure  to  the  truth.” 

“Enlightenment  is  the  goal:  truth  is  the 
means.”  says  Hodges. 

Louis  Ingelhart,  an  emeritus  professor  of 
journalism  at  Ball  State  Uni¬ 
versity  in  Indiana,  agrees  with 
Lawbaugh. 

“Public  journalism  is  filled 
with  do-goodism.  Public  jour¬ 
nalism  is  an  organized  effort 
to  make  us  feel  good  about 
doing  a  tough  job,”  says 
Ingelhart. 

Lawbaugh  .says  he  wouldn’t 
characterize  public  journal¬ 
ism  as  “do-goodism.”  but  as  a 


opposite  of  public  journalism:  the  adversary 
relationship  of  press  and  government. 

Environmental  reform  is  more  likely  to 
happen  with  factual  reporting  than  with 
allowing  uninformed  people  to  have  open 
access  to  the  pages  of 
a  newspaper.” 

Geimann  says  that 
the  problem  with  pub¬ 
lic  journalism  is  the 
lack  of  a  clear  definition. 

“I  fear  that  if  we  get  caught  up  in  a 
semantic  argument  over  what  is  public  jour¬ 
nalism  compared  with  everything  else,  we 
will  lose  sight  of  the  mission,  which  is  to 
seek  the  truth,  report  it  with  balance,  and 
remain  independent  at  all  times  and  be 
accountable  for  our  actions,”  says  Geimann. 

When  the  code  was  drafted  and  eventually 
approved  in  September  1996  in  Washington, 
D.C.,  the  discussion  wasn’t  about  public 
journalism  but  on  new  technologies  and 
increased  competition.  Geimann  says  the 
revised  code  is  an  attempt  to  address  as  many 
journalism  issues  as  possible. 

see  SPJ  on  page  45 


ASSIGNMENT 

HOMICIDE 

leadlines 

is  available  in 
bookstores  or  call 
800-243-5644,  or 
:ontact  Sunstone  Press, 
PO  Box  2321,  Santa  Fe, 
NM  87504-2321, 
505-988-4418, 
or  fax.  505-988-1025 
Amazon  also  has  it. 

Jeanne  Toomey  is  the  “matriarch”  of  The 
New  York  Press  Club.  The  sex  lives,  disas¬ 
ters,  comic  episodes  and  general  mayhem 
of  reporting  the  crime  news  of  New  York 
in  the  40’s  are  faithfully  recorded  in 
ASSIGNMENT  HOMICIDE. 

Heartaches,  Passionate  mix-ups  resulting 
in  sudden  death,  plane  crashes,  jail 
breaks,  complex  court  cases-every  kind  of 
disaster  -  were  daily  fare  for  reporters  in 
America's  largest  city.  Here  is  their  story: 

^  uncolored,  unbiased,  bigger  than  life.  ^ 


"...  misguided  attempt  to  give 
readers  what  they  want  rather 
than  what  they  need.” 

He  says  reporting  on  the 
civil  rights  movement,  the 
environment  and  even  the 
Watergate  scandal  ...  “was 
straight  reporting  that  ex¬ 
posed  the  ignorance  and  bru¬ 
tality  of  those  opposed  to  civil 
rights  and  in  favor  of  the  war 
in  Vietnam.  Watergate  rejxirt- 
ing  was  perhaps  the  exact 
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Journalist  are 
accountable  to 
their  readers, 
listeners,  and 
viewers.  That’s 
public  journalism. 

—  William  M.  Lawbaugh, 
Mount  St.  Mary’s  College 
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News  markup  language  may  be  spoken  soon 

The  Web-based  initiative  could  affect  print  and  broadcast,  too 


by  Martha  L.  Stone 

The  creation  of  a  news 
markup  language  — 
bom  out  of  the  need 
to  streamline  production  for 
news  Web  sites  —  could 
have  efficiency  and  cost- 
savings  implications  for 
media  operations  with  print, 
broadcast,  or  other  delivery 
methods.  The  development 
also  signals  a  move  toward 
print,  online,  and  broadcast  Th©  I 

newsrooms  working  more  lanQU 

closely  together.  . 

Last  fall,  participants  at 
American  Press  Institute  s  POV 

(API)  “Grammar  of  New  y^jH 

Media”  conference  planned 
to  create  a  series  of  simple  ®  mu< 
computer  commands  that  nam 
would  require  copy  to  be 
marked  up  only  once  by 
media  companies.  News  out-  fOf  SI 
lets  could  then  recycle  the  —  Ch 

same  story  two,  three,  or  American 
four  times  for  their  print, 
online,  fax,  and  broadcast  operations.  And 
valuable  time  spent  preparing  stories  for 


The  markup 
language  will 
be  enormously 
powerful, 
it  will  provide 
a  much  more 
narrow  way 
of  searching 
for  subjects. 

—  Chris  Feola, 
American  Press  Institute 


print  editions  wouldn’t 
be  lost  when  the  Web 
staff  is  forced  to  convert 
the  stories  to  text-only 
formatting. 

When  this  same 
group  of  print,  online, 
and  news  library  man¬ 
agers  and  academics 
met  again  earlier  this 
month  in  Dallas,  they 
created  some  40  “tags” 
or  computer  codes  that 
irkup  designate  the  nuts  and 

I©  will  almost  every 

nniiclu 

y  oped  for  bylines,  cap- 

rful.  tions,  nut  paragraphs, 

'OVide  headlines,  persons  quot¬ 

ed  in  the  story,  names  of 
books,  and  so  on.  ( 

’  way  Chris  Feola,  director 

r'hinn  API’s  Media  Center, 

®  says  the  group  was  bro- 

jects.  ken  into  two  groups:  the 

Feola,  tag-writing  group  and  the 

ss  Institute  implementation  group.  In 

Feola  says  the  tag  group 
wrote  40  hypothetical  tags  that  will  un¬ 
dergo  testing  with  hopes  of  having  a 


100%  quality  guarantee 

Many  new  models  and 
accessories  I 

Competitive  pricing  I 

Discounted  transport  rates  ■ 

Large  inventory,  same  day  H 

shipping  ■ 

Custom  designs  welcome 
signage 

affordable  prices  ^^^KEnDN3536b 

Volume  discounts  35”H  x  36”W  x  14  1/2”D 

“PROVEN  SINGLE  COPY  SALES  INCREASES” 


working  model 
running  by  Feb.  1. 
The  implementa¬ 
tion  group  decided 
how  to  move  for¬ 
ward  and  market 
the  language. 

“We  have  to 
^  make  a  case  to  pub¬ 
lishers,”  says  Jay 
Small,  general  man¬ 
ager  of  online  ser- 
vices  for  Indiana- 
We  neve  to  polis  Newspapers 

make  a  case  and  leader  of  the 

to  publishers;  implementation 

they  want  to  committee  "They 

know  if  this  going  to 

will  save  or  save  money  or  cost 

cost  money.  ...  money _ It  should 

It  should  save 

workflow.” 

money  in 

workflow.  form  two  func- 

—  Jay  Small,  tions:  first,  to  styl- 

Indianapolis  Newspapers  ize  the  copy.  For 

instance,  the  byline 
tag  would  transform  plain  type  into  the 
designated  byline  typeface  —  a  function 
already  performed  by  decades-old  com¬ 
puter  markup  often  implemented  by  copy 
editors. 

But  the  new  markup  language  would 
make  the  information  much  more  power¬ 
ful  for  the  reader  and  much  more  efficient 
for  the  news  operation.  Each  category  of 
information  would  feed  into  a  database 
and  would  create  a  deep  resource  of 
information  and  an  efficient  way  to 
search  for  information. 

For  example,  a  reader  could  search 
by  author,  or  search  how  many  times  a 
book  was  named  on  the  Web  site,  or  for 
specific  names  in  captions.  Readers  also 
could  choose  to  read  stories  in  the  for¬ 
mat  in  which  they  appeared  in  the 
paper,  or  just  read  about  subjects  they 
are  interested  in. 

“(The  markup  language)  will  be  enor¬ 
mously  powerful,”  Feola  believes.  “It 
will  help  newspapers  —  with  this,  you 
only  have  to  edit  once.  It  provides  a  much 
more  narrow  way  of  searching,  for 
instance,  for  ‘Monica  Lewinsky.’” 

see  Language  on  page  45 
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Web  sites  slung  by  NBA  strike  too 

But  some  newspaper  sites  report  overall  sports  traffic  up 


by  Martha  L.  Stone 

The  writing  was  on  the  wall  last  sum¬ 
mer  when  Chicago  Bulls  head  coach 
Phil  Jackson  announced  his  resigna¬ 
tion,  and  Michael  Jordan  hinted  he  would 
not  play  for  any  other  coach. 

Chicago  Tribune  Interactive  sports  editor 
Chris  Malcolm  knew  the  beginning  of  the 
NBA  season  was  going  to  be  a  wild  ride,  so 
he  and  his  staff  mobilized  to  beef  up  Michael 
Jordan  coverage:  pictures,  stats,  notebook 
items,  tidbits  of  all  types  in  preparation  for 
heavy  traffic  marking  the  inevitable  end  of 
the  Jordan  Air-a.  But  as  history  has  it,  it  was 
the  NBA  that  fizzled  first.  And  with  it,  online 
news  sites  lost  (in  some  cases  significant) 
traffic  and  advertising  revenue. 

One  of  the  hardest  hit  was  chicagotri- 
bune.com,  which  counts  its  basketball  sub¬ 
site  and  its  Michael  Jordan  cyber  shrine  as  the 
most  trafficked  section  on  its  massive  site. 

The  Tribune  site’s  highest  traffic  days 
look  like  a  sports  almanac.  "Our  server 
where  the  site  lives  had  0%  capacity  during 
the  Wednesday  press  conference,”  Malcolm 
says.  "The  only  other  days  that  happened  are 
the  days  [the  Bulls]  clinched  [the  sixth  title], 
the  day  of  the  [Bulls’  victory]  rally  and  the 
day  Ken  Starr’s  report  was  released.” 

Meanwhile,  the  most  trafficked  national 
all-sports  sites  like  CNNSl,  ESPN  Sports- 
Zone,  and  SportsLine  all  have 
reported  much  lower  traffic 
and  ad  revenue  and  sponsor¬ 
ships  during  the  NBA  lockout. 

"The  NBA  lockout  had  little 
impact  on  our  total  sports  traf¬ 
fic  on  USAToday.com,  but 
page  views  to  our  NBA-specif¬ 
ic  pages  are  down  more  than 
60%  from  the  ‘97  season,”  con¬ 
firms  Lorraine  Cichowski,  vice 
president  and  general  manager 
of  USA  Today  Information 
Network  (www.usatoday.com). 

"Our  college  basketball  pages 
appear  to  have  picked  up  a  fair 
share  of  that  traffic  that  aban¬ 
doned  the  NBA.” 

In  terms  of  ad  revenue, 

Cichowski  reports  that  while 
the  lockout  did  not  cause  a 
cancellation  of  a  confirmed  ad 
schedule,  the  site  has  “lost 
potential  business  from  such 
longtime  NBA  supporters  as 


apparel  manufacturers,  au¬ 
tomakers,  and  men’s  prod¬ 
ucts,  that  either  delayed 
campaigns  or  shifted  spend¬ 
ing  to  non-NBA  categories.” 

“Rogaine,  for  example, 
planned  to  do  NBA-related 
advertising,  but  the  cam¬ 
paign  was  put  on  hold,”  she 
says.  “We  did  recently  run 
some  Nike  [Air  Jordan]  ad¬ 
vertising,  which  correspond¬ 
ed  with  a  print  campaign.” 

In  New  Jersey,  though 
traffic  was  up  100%  in  1998 
over  1997  on  New  Jersey 
Online  (www.njonline. 
com),  page  views  were 
down  significantly  on  the 
New  Jersey  Nets  and  New 
York  Knicks  sites,  says  Sara 
Glines,  editor  of  the  site. 

Page  views  were  27,500 
for  December  1997  for  the 
Nets,  which  plummeted  to  5,200  for 
December  1998.  Knicks  page  views 
dropped  from  26,100  in  December  1997  to 
2,800  in  December  1998,  she  says. 

Meanwhile,  Glines  reports  that  total  sports 
traffic  “is  way  up,”  particularly  for  varsity 
sports  and  the  New  York  Jets,  especially  as 
the  Jets  moved  into  post-season  play. 

Mike  Bales,  general  man¬ 
ager  of  Orlando  Sentinel  In¬ 
teractive  in  Rorida,  says  the 
lockout  caused  the  loss  of 
heavy  traffic,  and  consequent¬ 
ly  ad  placements  in  the  erst¬ 
while  Orlando  Magic  content 
areas.  Probably  most  signifi¬ 
cantly,  the  site  lost  a  season- 
long  deal  on  sponsoring  the 
Magic  site  for  the  first  time. 

“It  looked  like  we  would 
have  had  a  high-profile  spon¬ 
sor  but  that  fell  apart  [with 
the  walkout],”  Bales  says.  “It 
was  a  lost  opportunity.” 

The  online  news  sites  cov¬ 
ering  lower-ranking  teams 
had  little  or  no  impact  on  the 
bottom  line.  For  The  Dallas 
Morning  News  (www.dallas- 
news.com),  no  drop  in  traffic 
was  monitored.  “To  be  hon¬ 
est,  no  one  noticed,”  says 
Dale  Peskin,  vice  president 


for  interactive  media,  A.H.  Belo 
Co.,  which  owns  the  Dallas 
paper.  “This  is  the  place  where 
the  Dallas  Mavericks.  ...  the 
perennial  doormats  of  the  NBA” 
play  basketball. 

Apparently,  the  die-hard 
Green  Bay  Packers  fans  of  Mil¬ 
waukee  didn’t  realize  it  was  bas¬ 
ketball  .season  when  the  NBA 
went  on  strike.  When  the  basket¬ 
ball  season  started,  football  sea¬ 
son  was  in  high  swing.  “It  wasn't 
that  big  of  a  deal.  There  was  no 
impact  at  all,”  says  Rick  Miller, 
sales  manager  for  Journal-Sen¬ 
tinel  Online  (www.jsonline.com). 
“But  if  the  NFL  went  on  strike, 
then  we’d  have  a  problem.” 


Stone  is  a  new  media  pro¬ 
fessor  at  Roosevelt  College 
in  Chicago. 


Attention,  copy  editors: 
it’s  time  for  a  break 

Are  you  a  newspaper  copy  edi¬ 
tor?  Would  you  like  to  spend  a 
refreshing  semester  at  the 
University  of  North  Carolina  at 
Chapel  Hill? 

Three  National  Copy  Editor 
Fellows  will  pursue  independent 
studies  at  Carolina  in  the  fall 
semester,  starting  Aug.  18,  work¬ 
ing  with  faculty  mentors. 

Participants  will  receive  $3,333 
a  month  for  the  four  months  in 
Chapel  Hill  plus  money  for  food, 
travel  and  housing. 

Interested?  For  an  application, 
visit  our  Web  site: 
http://metalab.unc.edu/copyed/ 
or  contact: 

Professor  Bill  Cloud 
School  of  Journalism  and  Mass 
Communication 
Campus  Box  3365 
University  of  North  Carolina 
Chapel  Hill,  NC  27599-3365 
Phone  (919)  962-4070 
Fax  (919)  962-0620 
E-mail:  bill_cloud(2) unc.edu 
Deadline  for  returning 
applications:  April  1, 1999. 


The  NBA 


lockout  had 
little  impact  on 
our  total  sports 
traffic  but  page 
views  to  our 
NBA-specific 
pages  are  down 
more  than  60%. 

—  Lorraine  Cichowski, 
USA  Today  Online 


Total  sports 
traffic  is  “way 
up,”  particularly 
for  varsity 
sports  and  the 
New  York  Jets. 

—  Sara  Glines, 

New  Jersey  Online 
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Newspaper  outlook  holds 
strong,  analyst’s  poll  shows 


Newspaper  advertising  revenue  will 
grow  more  than  5%  this  year,  as 
the  newspaper  work  force  remains 
stable  and  newsprint  prices  rise  slightly  to 
over  $600  per  metric  ton,  according  to  an 
analyst’s  poll. 

The  Berents  Newspaper  Poll,  an  indus¬ 
try  barometer  published  biannually  by 
Ken  Berents  of  the  Richmond,  Va.-based 
brokerage  Wheat  First  Union,  is  based  on 
information  from  newspapers. 

In  the  eighth  and  latest  edition,  Berents 
calls  1997  “the  newspaper  industry’s  year 
of  the  decade”  and  1998  a  “return  to  nor¬ 
malcy,”  before  expressing  cautious  opti¬ 
mism  for  this  year,  as  consumer  confi¬ 
dence  levels  off  and  Wall  Street  worries 
play  out  on  Main  Street. 

He  projects  ad  revenue  to  grow  by 
5.4%  this  year,  vs.  5%  last  year,  except 
that  smaller  papers  expect  to  post 
stronger  growth,  after  trailing  larger 
papers  last  year.  Northeast  papers  are 


expected  to  lead  the  way  this  year  by 
boosting  ad  revenue  6.1%,  after  lagging 
all  regions  but  one  last  year.  And  circula¬ 
tion  growth  should  pick  up  to  3.2%,  from 
2.2%  last  year. 

While  he  sees  no  consumer  credit 
crunch  slowing  the  economy,  some  busi¬ 
nesses  face  a  lingering  capital  crunch  that 
makes  it  hard  to  finance  news  invest¬ 
ments,  Berents  says. 

Fully  71%  of  the  papers  polled  indi¬ 
cated  steady  payrolls,  but  17%  planned 
to  cut  jobs  by  attrition,  9%  have  or  plan 
a  hiring  freeze,  and  only  2%  anticipate 
layoffs. 

Newsprint  prices,  averaging  about  $614 
a  ton  last  year,  are  projected  to  hit  $623 
this  year  and  to  vary  from  $596  in  Texas 
and  Oklahoma  to  $629  in  the  Northeast. 
But  the  settlement  of  a  strike  at  10 
Abitibi-Consolidated  mills  in  eastern 
Canada  should  stabilize  prices.  Decreased 
international  demand  and  a  slowing  econ¬ 


omy  in  1999  could  also  bring  newsprint 
prices  down,  the  survey  concludes. 

New  suitor 
for  Mirror 

Mirror  Group  PLC  says  it  has  been  ap¬ 
proached  by  Regional  Independent  Media 
Group  PLC  about  a  possible  takeover 
offer,  which  could  create  Britain’s  biggest 
print  media  company. 

Mirror  Group,  whose  flagship  is  the 
tabloid  Daily  Mirror,  says  the  offer  would 
value  the  company  at  more  than  $1.49  bil¬ 
lion.  Mirror  Group  also  has  regional  and 
Scottish  newspaper  interests. 

Mirror  Group’s  share  price  surged  over 
18%  after  the  Jan.  18  announcement. 

Regional  Independent  Media,  which 
publishes  the  Yorkshire  Post  and  other 
newspapers,  is  owned  by  the  finance 
group  Candover  Investments  PLC. 

Mirror  advised  shareholders  to  take  no 
action.  A  formal  offer  would  be  subject  to 
approval  by  Mirror  Group’s  board  and 
antitrust  regulators.  The  latest  merger 
talks  followed  the  breakdown  of  discus¬ 
sions  with  the  regional  newspaper  group 
Trinity  PLC. 


Exg’P  NEWSPAPER  STOCKS  ^ 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

1/20/99 

1/13/99 

1/20/99 

1/13/99 

A.H.  Belo  Corp.  (NY) 

19.438 

19.063 

27.625 

McClatchy  Co.  (NY) 

30.813 

33.688 

26.000 

American  Media  Inc.  (NY) 

5.000 

5.250 

7.313 

Media  General  Inc.  (AM) 

50.000 

50.000 

45.500 

Central  Newspapers  Inc.  (NY) 

35.750 

34.500 

32.032 

New  York  Times  Co.  (NY)+++ 

34.250 

32.750 

68.000 

Dow  Jones  &  Co.  Inc.  (NY) 

45.500 

46.313 

51.625 

News  Corp.  Ltd. 

26.063 

25.250 

25.188 

E.W.  Scripps  Co.  (NY) 

48.375 

48.500 

47.125 

Pearson  Ltd. 

15.250 

21.750 

13.250 

Gannett  Co.  Inc.  (NY) 

66.375 

65.188 

58.125 

Pulitzer  Publishing  Co.  (NY) 

84.625 

86.125 

58.500 

Gray  Comm.  Sys.  (NY) 

18.063 

18.813 

25.250 

Quebecor  Inc.  Class  A 

21.250 

21.250 

17.875 

Harte-Hanks  Inc.  (NY)++ 

24.688 

24.875 

36.000 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.250a 

14.650a 

Hollinger  International  (NY) 

14.188 

13.813 

14.438 

Thomson  Corp.  (TSE) 

37.900a 

36.650a 

38.400a 

Journal  Register  Co.  (NY) 

15.188 

14.938 

19.750 

Times  Mirror  Co.  (NY) 

57.188 

56.813 

60.563 

Knight  Bidder  (NY) 

49.375 

49.813 

56.000 

Tribune  Co.  (NY)** 

68.750 

64.000 

62.000 

Lee  Enterprises  Inc.  (NY) 

29.313 

29.563 

28.875 

Washington  Post  Co.  (NY) 

588.250 

572.375 

481.750 

*  Initial  public  offering  closed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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97%  of  Southam  to  Black 

Conrad  Black  has  boosted  his  stake  in  Southam  Inc.  to  97% 
in  a  step  toward  taking  Canada’s  largest  newspaper  group  pri¬ 
vate  under  his  Hollinger  group.  Southam  shareholders  met  in 
Toronto  Jan.  19  and  approved  conditions  of  Black’s  offer  for  the 
29%  of  Southam  shares  he  doesn’t  already  own,  or  at  least  90% 
of  them.  Two  weeks  earlier,  Black  raised  his  bid  for  the  shares 
to  C$25.25  each,  or  CS555.5  million,  from  CS22  a  share  or 
CS484  million.  Southam’s  holdings  include  the  Montreal 
Gazette,  Ottawa  Citizen,  and  recently  launched  National  Post. 
Hollinger,  which  acquired  a  controlling  interest  in  Southam  in 
1996,  owns  Britain’s  Telegraph,  the  Jerusalem  Post,  and 
Chicago  Sun-Times. 

The  bulk  of  the  cash  to  buy  the  20  million  Southam  common 
comes  from  Southam,  which  paid  out  C$532  million  in  special 
dividends  earlier  this  month,  including  C$378  million  to 
Hollinger.  Hollinger  and  Southam  control  40%  of  Canada’s 
daily  newspaper  circulation. 

Morris  buys  SC  group 

Augusta  Morris  Communications  Corp.  purchased  three  non¬ 
daily  publications  and  a  shopper,  all  circulated  primarily  in 
Jasper  County,  S.C.,  from  Larry  and  Renee  Miller:  The  Jasper 
County  Sun,  a  county  seat  weekly  based  in  Ridgeland.  weekly 
Hanleeville  Times,  monthly  Okatie  Sun  in  Bluffton,  and  Jasper 
Shopper  in  Ridgeland.  They  cover  Jasper  and  southern  Beaufort 
counties  with  circulations  ranging  from  2,700  to  6,000.  “Until 
now,  our  only  South  Carolina  presence  has  been  in  the  Hilton 
Head  area,  covered  by  the  Carolina  edition  of  the  Savannah 
Morning  News,  says  Morris  Communications  president  Will 
Morris,  who  runs  31  dailies. 

Alternatives  sold  —  twice 

Art  Howe  missed  the  boat.  Alternative  Media  Inc.  (AMI)  says 
it  has  sold  its  three  alternative  papers  to  Times  Shamrock 
Group,  the  Scranton,  Pa.-based  publisher  of  Baltimore  City 
Paper.  The  real  deal  was  announced  six  weeks  after  AMI  said  it 
was  selling  the  San  Antonio  Current,  Orlando  Weekly,  and 
Detroit  Metro  Times  to  Howe,  president  and  publisher  of 
Montgomery  Newspapers  and  owner  of  Philadelphia  City 
Paper  after  Howe  had  made  the  top  auction  bid  of  $2 1  million. 
AMI  president  and  CEO  Ron  Williams  says  the  new  deal  was 
.set  up  after  it  became  clear  Howe  couldn’t  raise  the  money.  The 
three  papers  generate  $15  million  a  year  in  revenue,  the 
Association  of  Alternative  Newsweeklies  reported. 

Lee  posts  18%  higher  net 

Lee  Enterprises  Inc.  reports  its  net  income  surged  18.4%  to 
19.6  million  as  revenues  advanced  8.3%  to  $142.1  million  for 
the  three  months  ended  Dec.  31,  the  first  quarter  of  its  fiscal 
year.  The  Davenport,  lowa-based  company  says  operating 
income  from  publishing,  including  21  dailies  and  75  weeklies, 
edged  up  2.3%  to  $29.3  million  as  revenues  advanced  6.5%  to 
$106.5.  Broadcast  operating  profit  jumped  72.6%  as  revenue 
rose  13.7%.  Newspaper  ad  revenues  grew  5.5%,  as  discounting 
left  circulation  revenue  flat.  President  and  CEO  Richard 
Gottlieb  says  classified  ad  growth  is  slowing,  particularly  in 
help  wanted,  but  newsprint  prices  were  lower. 
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Don’t  back  down 
in  SF  news  rack  suit 

Something  there  is  that  doesn’t  love  a  wall,” 

Robert  Frost  famously  wrote.  So  it  is  with 
big-city  mayors  and  news  racks.  They 
become  engorged  with  a  primal  bile  at  the  very 
sight  of  individual  honor  boxes. 

Consider  New  York  City’s  icy  Rudolph  Giu¬ 
liani,  Chicago’s  tongue-tied  Richard  M.  Daley, 
and  San  Francisco’s  dapper  and  grandiloquent 
Willie  Brown.  How  remarkable  it  is  that  these 
three  very  different  personalities  would  be  driven 
by  the  same  intense  and  Pavlovian  compulsion  to 
sweep  individual  news  racks  off  the  streets. 

San  Francisco’s  Brown  has  come  up  with  the 
latest  and,  perhaps  fittingly,  most  outrageous  plan 
to  ban  stand-alone  racks.  Through  his  ever-com- 
pliant  Board  of  Supervisors,  Brown  decreed  that  the  12,000  existing  racks  in  the  city’s 
main  business  and  tourism  areas  will  be  replaced  by  1,000  pedestal-mounted  news  racks, 
each  vending  eight  newspaper  titles,  on  average.  The  city’s  new  ordinance  says  the  right 
to  assign  these  slots  belongs  exclusively  to  the  director  of  the  Department  of  Public  Works. 
While  the  lone  contractor,  Adshel  Corp.,  gets  to  sell  commercial  advertising  on  about  half 
the  racks,  papers  get  the  privilege  of  paying  a  $30-per-slot  annual  fee  to  be  in  any  of  them. 

Seven  newspajsers  are  suing  in  federal  court,  arguing  that  “the  city  is  attempting  to 
impose,  without  adequate  safeguards,  a  complicated,  clumsy,  and  slow  prior  restraint.” 
As  John  Mecklin,  editor  of  the  alternative  SF  Weekly,  says,  “If  left  to  stand,  this  news 
rack  scheme  will  give  Mayor  Brown  —  and  future  mayors  —  unparalleled  leverage 
over  the  news  media  of  this  city.  A  newspaper  could  choose  to  print  articles  that  criti¬ 
cize  the  mayor  —  but  that  decision  could  also  cost  the  newspaper  space  in  the  city-con- 
trolled  news  racks  and,  eventually,  its  financial  life.” 

Last  spring,  newspapers  sued  the  city  of  Chicago  to  stop  a  similar  plan  to  force  them 
into  multiple-title  racks.  The  papers  put  their  lawsuit  on  hold  while  they  and  the  city 
continue  a  small-scale  exfteriment.  Three  months  into  the  test  both  major  dailies  say 
their  sales  in  those  locations  are  off  significantly. 

We’re  all  for  compromise  and  conciliation  —  but  frankly  we  hope  the  San  Francisco 
papers  don’t  follow  the  Chicago  example.  Despite  the  U.S.  Supreme  Court’s  landmark 
Lakewood  decision  barring  unreasonable  restrictions  on  news  racks,  municipalities  in 
recent  years  have  only  grown  bolder  in  their  attempts  to  dictate  where  and  how  news¬ 
papers  can  be  sold.  These  cities  don’t  need  cooperation  from  newspapers  —  they  need 
a  clear  message  from  a  federal  court  that  the  First  Amendment  makes  no  provision  for 
newspaper  czars  operating  out  of  City  Hall. 


Three  cities, 
three  mayors,  ail  bent 
on  regulating  where 
and  how  newspapers 
make  themselves 
available  in  racks 
for  readers. 
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Reeves  off  base 
on  some  counts 

In  his  “Shop  Talk  at  Thirty”  column 
(Nov.  21,  p.54),  Richard  Reeves  attempts  to 
use  my  situation  to  make  his  point  that  The 
NeH'  York  Times  “outsources”  its  reporting 
in  Brooklyn.  In  doing  so,  he  has  inaccu¬ 
rately  described  the  incident  and  unfairly 
maligned  my  professional  reputation. 

The  facts  Reeves  would  have  found  if  he 
had  checked  are  as  follows: 

In  the  spring  of  1997,  1  was  arrested 
after  I  questioned  the  actions  of  a  police 
officer  who  had  begun  to  spray  pepper 
spray  over  the  heads  of  a  crowd  of  people, 
including  myself  and  other  journalists,  at  a 
funeral  procession  for  the  rap  star  Biggie 
Smalls.  As  recorded  on  videotape  by  an 
NY  1  News  cameraman,  the  officer 
grabbed  my  coat,  pushed  me,  and  put  me 
under  arrest,  handing  me  off  to  two  other 
police  officers  who  then  handcuffed  me 
and  slammed  my  head  against  a  brick  wall. 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  January  22, 1949 

Sears,  Roebuck  &  Co.  spent  $32 
million  on  advertising  last  year  —  and 
newspapers  landed  $24  million,  or 
nearly  75%,  of  it,  making  Sears  the 
newspaper  industry’s  biggest  retail 
account,  says  Sears  merchandising  vice 
president  T.V.  Houser.  With  628  stores 
now.  Sears’  ad  volume  has  risen  from 
1 17  million  lines  in  1945  to  199  million 
in  1947  in  more  than  9(X)  papers.  Why? 
Sales  surged  $721  million  in  the  same 
two  years,  Houser  tells  the  Newspaper 
Advertising  Executives  Association 
gathering  in  Chicago. 


In  the  biggest  trial  since  the  Lind¬ 
bergh  kidnapping  case,  TV  cameras 
have  supplanted  Morse  code  operators, 
and  a  new  generation  of  trial  reporters 
has  emerged.  The  conspiracy  trial  in 
New  York  of  1 1  alleged  Communists 
includes  Daily  Worker  editor  John 
Gates  as  a  defendant.  “Of  course  I 
don’t  think  we’re  getting  a  fair  press. 
It’s  a  hysterical  press,”  he  says. 

Press  accommodations  featured  67 
reserved  seats  for  trial  reporters,  40  for 
feature  writers,  who  sit  in  cushioned 
seats,  and  50  for  photographers  and 
technicians. 


For  some  reason.  Reeves  fails  to  men¬ 
tion  the  fact  that  the  police  department  lat¬ 
er  dismissed  all  charges  and  apologized. 
He  also  fails  to  mention  that  Police 
Commissioner  Howard  Safir  called  my 
arrest  “unfortunate.”  Instead,  Reeves  im¬ 
plies  that  my  arrest  was  precipitated  (and, 
therefore,  justified)  by  my  swearing  at  the 
police.  While  I  did  use  harsh  language,  1 
did  so  after  —  not  before  —  I  was  arrest¬ 
ed.  Regrettably,  this  important  distinction 
is  lost  in  his  cavalier  recital  of  the  incident. 

In  any  case,  my  arrest  is  a  poor  exam¬ 
ple  for  Reeves’  claim  that  the  Times  “out¬ 
sources”  its  reporting.  In  fact,  1  was  work¬ 
ing  with  a  team  of  at  least  six  staff  re¬ 
porters  for  the  New  York  Times.  I  was  the 
only  freelance  reporter,  and  one  who  had 
a  respected  history  with  the  Times. 

Unfortunately,  Reeves  unfairly  and 
hurtfully  disparages  me  by  calling  me  a 
“journalistic  Kelly  Girl.”  In  his  day. 
Reeves  may  have  investigated  and  pub¬ 
lished  stories  “brought  to”  him  by  David 
Durk  and  Frank  Serpico.  As  a  freelance 
reporter  for  the  Times  and  a  professional 
journalist  with  several  years  of  experience, 
I  reported  and  wrote  my  own  stories.  In 
the  years  before  my  arrest,  I  uncovered 
and  investigated  stories  about  police  cor¬ 
ruption  for  the  Times,  and  yes,  my  stories, 
too,  ran  on  “Page  One,  above  the  fold.” 

I  did  not  answer  telephones,  take  dicta¬ 
tion,  or  get  coffee  for  the  bosses.  What  is 
most  disturbing  is  that  Richard  Reeves,  a 
respected  and  experienced  journalist  and 
journalism  professor,  seems  to  have  bro¬ 
ken  a  few  cardinal  rules  of  journalism.  He 
did  not  check  his  facts  and  did  not  attempt 
to  contact  me  before  inaccurately  and 
thoughtlessly  maligning  me  and  injuring 
my  reputation. 

Julia  Campbell 

New  York,  N.Y. 

Richard  Reeves  replies:  I’m  sorry  that  / 
unkindly  used  the  phrase  “Kelly  Girl"  in 
mentioning  Julia  Campbell’s  name  to  make 
a  point  about  the  changing  times  at  the 
Times.  My  piece,  howe\'er,  was  not  about 
what  happened  one  day  in  Brooklyn.  It  was 
about  the  Times  (and  other  papers)  rou¬ 
tinely  using  full-time  stringers  to  avoid  pay¬ 
ing  benefits,  and  then,  in  this  case,  refusing 
to  hack  one  up  in  a  clash  with  the  cops  — 
and  publicly  stating  that  overall  relations 
betw  een  the  New  York  Police  Department 
had  to  take  precedence  over  such  incom  e- 
niences.  She  should  he  mad  at  the  Times. 
not  at  me.  And  if  her  unkind  use  of  the  word 
“brought”  is  meant  to  imply  that  the  Times 


wax  handed  the  Durk-Serpico  stories  on 
NYPD  corruption,  she  should,  as  we  said  in 
“my  day’,’  check  the  clips. 

Defending 
the  Monitor 

Joel  Anders’  assertion  that  The  Chris¬ 
tian  Science  Monitor  is  “seriously  biased” 
(Letters.  Dec.  19)  is  misleading  and  inac¬ 
curate.  He  refers  to  the  Monitor’^  Middle 
East  coverage,  which  is  provided  by  two 
experienced  and  respected  correspondents 
based  in  the  region  and  is  invariably  bal¬ 
anced  and  thorough.  The  Monitor  is  a 
vital,  independent  U.S.  media  voice  that 
supports  all  those  who  value  integrity  and 
quality  in  American  journalism. 

Alistair  Budd 
Elsah,  Ill. 

Corrections 

An  article  in  the  Jan.  2  State  of  the 
Newspaper  Industry  special  report  gave 
the  incorrect  date  and  location  for  the 
Nexpo  ’99  conference.  It  is  scheduled  for 
June  14-17  in  Las  Vegas. 

In  the  Trademarks  and  Copyrights  spe¬ 
cial  section  Dec.  12,  the  law  firm  of  one  of 
the  authors  was  misidentified,  Frank  Long 
works  with  Morrison  &  Hecker  LLP  of 
Phoenix. 
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ADVERTISING  MEDIA  CREDIT 
EXECUTIVES  ASSOCIATION 

HOWARD  A.  WILSON,  of  the  Atlantic 
City,  N.J.,  Press  elected  to  president; 
THOMAS  RIGGLEMAN  of  the  Raleigh, 
N.C.,  News  &  Observer  to  1st  vice  presi¬ 
dent;  KATHY  PEYTON,  Phoenix  News¬ 
papers,  to  2nd  vice  president;  KENT 
TREADWELL  of  The  Daily  Oklahoman 
to  treasurer;  and  KEVIN  POLK  of  Na¬ 
tional  Geographic  Society  to  past  president. 

AMERICAN  LAWYER  MEDIA 

PATRICK  OSTER  to  editor  in  chief 
of  The  National  Law  Journal  in  New 
York,  from  acting  editor. 

ASSOCIATED  PRESS 

GERALD  G.  LABELLE  to  news  edi¬ 
tor  in  AP’s  New  York  City  bureau,  from 
chief  Middle  East  correspondent.  He  suc¬ 
ceeds  JULIA  RUBIN,  who  becomes 
senior  national  photo  editor. 

BISMARCK  TRIBUNE 

JIM  BRIDGES  to  publisher  of  The 
Bismarck  (N.D.)  Tribune,  from  general 
manager  of  the  Billings  (Mont.)  Gazette. 

DALLAS  MORNING  NEWS 

PAUL  WEBB  to  vice  president  of 
production,  from  production  director/ 
operations. 

EDMOND  EVENING  SUN 

RAY  HIBBARD  JR.  to  publisher  of 


PAUL  WEBB 
THE  DALLAS 
MORNING  NEWS 


AMY  FREAD 
PARADE 


%  .y 


Lee  E.  Dirks  Owen  Van  Essen  Philip  Murray 

We  specialize  in  assisting  owners  in 
exploring  and  negotiating  the  sale  of 
their  daily  newspapers  or  non-daily 
newspaper  groups. 


MARALEE 

SMITH 

POST-TRIBUNE 


DEAN 

LOCKWOOD 
SAN  ANTONIO 
EXPRESS-NEWS 


the  Edmond  (Okla.)  Evening  Sun,  from 
general  manager. 

FREEDOM  FORUM 

PATRICE  L,  CASEY  to  senior  graph¬ 
ics  director  for  the  Forum  in  Arlington, 
Va.,  from  art  director. 

MAURICE  R.  FLIESS  to  vice  presi¬ 
dent.  For  a  year  he  has  been  planning  a 
project  to  take  Newseum  exhibits  and  pro¬ 
grams  on  a  U.S.  tour. 

CHRISTY  MUMFORD  JERDING 
to  editorial  director.  She  retains  responsi¬ 
bilities  as  publications  editor. 

AMY  MADDOX  to  director  of  multi- 
media  productions,  from  manager  of 
interactive  projects.  She  retains  responsi¬ 
bility  for  the  Newseum ’s  interactive  com¬ 
puter  exhibits. 

MAX  C.  PAGE  to  vice  president  and 
deputy  editor  of  the  Newseum,  from  exec¬ 
utive  broadcast  department  producer. 

GANNETT  NEW  JERSEY 
NEWSPAPER  GROUP 

ROBERT  E.  INGLE  to  bureau  chief 
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of  the  Group’s  state  capital  bureau  in 
Trenton.  He  remains  editorial  page  editor 
of  the  Cherry  Hill  Courier-Post. 

HERALD  SUN 

BRYAN  BURNETT  to  director  of 
the  recently  renamed  information  tech¬ 
nology  and  new  media  division  of  the 
Sun  in  Durham,  N.C.,  from  new  media 
director. 

MARY  TAYLOR  to  production  direc¬ 
tor,  from  management  information  sys¬ 
tems  director. 

KODIAK  DAILY  MIRROR 

ASA  COLE  to  publisher  of  The 
Kodiak  Daily  Mirror  in  Alaska,  from 
executive  publisher  of  the  Community 
Newspaper  Co.,  Needham,  Mass. 

LOS  ANGELES  TIMES 

LYNNE  JEWELL  to  director  of  pub¬ 
lic  affairs  for  the  Valley/Ventura  county 
region,  from  director  of  public  affairs  for 
Valley  and  Ventura  counties  and  Los 
Angeles. 

MARIAN  SHIMA  to  director  of  pub¬ 
lic  affairs  for  the  new  Los  Angeles  region, 
from  public  affairs  manager. 

MACROMEDIA 

JEANNETTE  B.  DOWD  to  corporate 
vice  president/classified  telephone  sales  at 
Macromedia  Inc.  in  Hackensack,  N.J., 
from  vice  president/classified  at  Macro¬ 
media’s  North  Jersey  Newspapers. 

MORRIS  COMMUNICATIONS 

DARREL  K.  FRY  to  vice  president, 
controller  and  secretary  of  Morris 
Communications  Corp.  in  Augusta,  Ga., 
from  controller  of  Morris’  Stauffer  divi¬ 
sion  in  Topeka,  Kan. 

CRAIG  S.  MITCHELL  to  vice  presi¬ 
dent  of  finance,  and  treasurer,  from  direc¬ 
tor  of  employee  benefits. 

DAVID  L.  NESSLER  to  director  of 
corporate  accounting,  from  accounting 
manager. 

ROBYN  K.  VERDERY  to  controller 
of  the  Stauffer  division,  from  assistant 
controller. 
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NEWSPEOPLE 

by  Karim  Mostafa 


J.H.  ZERBEY  NEWSPAPERS 

GENE  TYE  to  president  and  CEO  of 
the  New  Horizons  Team  unit  in  Pottsville, 
Pa.,  from  president  of  Advantage  Mar¬ 
keting  Inc.  in  Connecticut. 

NEWSPAPER  ASSOCIATION 
OF  AMERICA 

PAUL  BOYLE  to  vice  president  of 
government  affairs  at  the  trade  associa¬ 
tion  in  Vienna.  Va.,  from  director  of  gov¬ 
ernment  affairs. 

JOYCE  CLOTHIER  to  director  of  da¬ 
tabase  operations,  from  database  manager. 

MARGARET  VASSILIKOS  to 
senior  vice  president  of  finance  and  ad¬ 
ministration  and  chief  financial  officer, 
from  vice  president  of  finance  and  admin¬ 
istration  and  chief  financial  officer. 

SHARON  WRAY  to  director  of  the 
information  resource  center,  from  manag¬ 
er  of  the  information  resource  center. 

PARADE 

AMY  FREAD  to  vice  president  of 
marketing  services  at  Advance  Publica¬ 
tions’  New  York-based  magazine,  from 
director  of  creative  services. 

POST  TRIBUNE 

MARALEE  SMITH  to  circulation 
director  at  the  Gary,  Ind.,  Post-Trihune, 
from  circulation  director  at  The  Sun  in 
Baltimore,  Md. 

SAN  ANTONIO  EXPRESS-NEWS 

DEAN  LOCKWOOD  to  design  edi¬ 
tor,  encompassing  news,  sports,  and  fea¬ 
ture  sections,  from  design  editor  at  the  El 
Paso  Times. 

SANFORD  HERALD 

(iROVER  FORD  to  ad  director  at  the 
North  Carolina  paper  from  ad  director  for 
The  St.  Augustine  (Fla.)  Record. 


EiSfP  OBITUARIES 


LEWIS  F.  ATCHINSON,  88.  a  sports 
writer  for  the  old  Washington  (D.C.)  Star 
for  over  30  years,  died  Dec.  12  of  cancer. 
He  covered  the  Washington  Redskins 
throughout  his  career,  but  his  “Atchin- 
son’s  Angle”  column  discussed  a  broader 
array  of  sports.  He  is  a  member  of  the  pro 
Football  Hall  of  Fame. 

V.  GANAPATHY,  55,  a  journalist 
and  deputy  chief  editor  of  the  leading 
Indian  news  agency.  United  News  of 
India,  died  in  New  Delhi  Jan.  14.  He 


began  his  36  year  career  with  the  agency 
as  a  reporter. 

NEWELL  C.  GRANT,  64,  publisher 
of  The  Daily  News,  Wahpeton,  N.D., 
since  1974,  died  Dec.  24. 

ROBERT  W.  GUENTHER,  69,  a  Los 
Angeles  Times  Journalist  for  30  years  and 
editor  in  chief  of  House  Beautiful  maga¬ 
zine  for  eight  years,  died  of  cancer  Jan 
11.  He  was  also  editorial  director  of  the 
Los  Angeles  Times  magazine  and  some  of 
its  specialty  magazines  and  was  editor  for 
the  paper’s  Travel  and  Times  on  Demand 
sections. 

MONROE  KARMIN,  69,  a  former 
The  Wall  Street  Journal  reporter  who  won 
a  1967  Pulitzer  Prize  for  national  report¬ 
ing  for  stories  on  organized  crime’s  effects 
on  gambling,  died  Jan.  15.  He  was  presi¬ 
dent  of  the  National  Press  Club  in  1995. 

LEROY  KELLER.  93,  who  spent  42 
years  at  United  Press  International  in 
Denver,  Colo.,  died  Jan.  6.  He  retired  in 
1971  as  vice  president  and  general  man¬ 
ager  of  UPI’s  international  service  He 
founded  the  Keller  Center  for  the  study  of 
the  First  Amendment  at  the  University  of 
Colorado,  Boulder,  in  1993. 

JAMES  W.  KIRKMAN,  88,  former 
publisher  of  The  North  Platte  Telegraph 
and  mayor  of  North  Platte,  Neb.,  from 
1984-1992,  died  Jan.  7.  His  50  years  at  the 
paper  included  stints  as  sports  editor, 
sports  columnist,  and  advertising  manager 
before  his  eight-year  tenure  as  publisher 
ended  in  retirement  in  1976,  when  he 
received  the  Nebraska  Press  Association’s 
Master  Editor-Publisher  award. 

DAVID  ERNEST  LYNCH.  56,  a  for¬ 
mer  Journalist  and  owner  of  Lynch 
Communications,  a  news  service  in 
Wa.shington,  D.C.,  died  Dec.  31.  He 
began  his  career  as  a  reporter  for  the 
Worcester,  Mass.,  Telegram  &  Gazette.  In 
the  1970s  he  moved  to  the  now  defunct 
Courier  Express  in  Buffalo,  N.Y.,  and 
then  the  Griffin-Larrabee  News  Service 
in  Washington. 

JANET  MURROW,  88.  wife  of  leg¬ 
endary  CBS  radio  Joumali.st  Edward  R. 
Murrow  and  herself  a  Journalist  for  CBS 
and  the  BBC,  died  of  heart  failure  Dec. 
18.  During  World  War  II  she  was  a  war 
correspondent  and  chairwoman  of  the 
Bundles  for  Britain  campaign. 


E&P  GIFTS  GRANTS 


Globe  Santa,  The  Boston  Globe's 
Christmas  fund  for  needy  local  kids, 
reported  a  record-.setting  $1.3  million 
contributions  for  1998,  beating  the  previ¬ 
ous  record,  in  1997,  by  nearly  $71,000. 
The  money  provided  toys  and  other  gifts 
to  60,000  kids  in  the  region. 

Funded  by  a  grant  from  the  John  S.  and 
James  L.  Knight  Foundation,  the  Na¬ 
tional  Freedom  of  Information  Coalition 
provided  $86,000  in  1998  to  10  state  FOI 
organizations  for  projects  such  as  educa¬ 
tional  videos,  seminars,  and  newsletters. 

The  Pacific  Northwest  Newspaper 
Foundation  is  giving  the  University  of 
Oregon  $9,000  to  upgrade  its  Sullivan 
Reporting  Lab  and  Utah  State  University 
$8,000  to  improve  its  computer  lab.  The 
foundation  is  also  expanding  its  grant 
program  to  include  more  colleges  and 
universities  in  the  region. 

The  John  D.  and  Catherine  T. 
MacArthur  Foundation  approved  a 
$90,000  grant  for  the  National  Con¬ 
ference  of  Editorial  Writers  to  help  lower 
costs  and  make  its  foreign-affairs  trips 
and  seminars  more  accessible  to  mem¬ 
bers,  says  Susan  Albright,  president-elect 
of  the  writers  group. 

The  37th  Annual  United  States  Senate 
Youth  Program,  funded  by  The  William 
Randolph  Hearst  Foundation,  brings 
104  high  school  student  delegates  to 
Washington,  D.C.,  Feb.  27,  for  a  week- 
long  program  and  a  $2,000  college  schol¬ 
arship  for  each. 

As  part  of  its  Newspaper  in  Education 
program.  The  Boston  Globe  received  over 
$200,000  in  1998  from  the  Vacation 
Donation  Program,  which  allows  home- 
delivery  customers  to  donate  the  value  of 
papers  while  on  vacation.  The  donations, 
up  nearly  $141,000  from  1997,  will  benefit 
Boston  schools,  with  about  20%  slated  for 
schools  in  eastern  Massachusetts  and 
southern  New  Hampshire. 

The  San  Antonio  Express-News,  Ultra¬ 
mar  Diamond  Shamrock  Corp.,  and  H- 
E-B  Grocery  Co.  combined  to  publish  a 
special  section  last  Nov.  9  to  benefit  area 
flood  victims,  and  the  paper  gave  $30,000 
to  the  San  Antonio  Red  Cross  chapter. 
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BY  KEN  LIEBESKIND 


J- schools  enter  Br 


Accent  on  propping  for  specialized 
beats,  new  media  challenges 


Faced  with  the  challenge  of  prepar¬ 
ing  students  for  a  field  that  is 
changing  rapidly,  American  jour¬ 
nalism  schools  are  undergoing  their  own 
major  changes  to  stay  relevant. 

“We’re  confronted  with  the  task  of  get¬ 
ting  students  ready  for  jobs  that  may  not 
even  exist  in  the  form  they’ll  exist  10  to  15 
years  from  now,”  says  Dave  Boeyink,  an 
associate  professor  at  the  Indiana  Univer¬ 
sity  School  of  Journalism. 

“We  can’t  just  train  them  to  be  report¬ 
ers  because  there  are  multiple  kinds  of 

Enrollments  in  10  largest 
J-school  in  autumn  1997 


3 

5 

Columbia  University 

4 

6 

Roosevelt  University 

5 

Regent  University 

6 

7 

Michigan  State  University 

7 

8 

Syracuse  University 

8 

9 

Ball  State  University 

reporting  for  different  sorts  of  media  and 
different  audiences,”  adds  Boeyink.  “We 
have  to  build  into  the  curriculum  ways 
they  can  adapt  to  the  new  environment.” 

Journalism  schools  across  the  country 
are  meeting  this  challenge  in  different 
ways,  from  updating  their  curriculums 
with  high-tech  courses  to  building  new 
facilities  where  students  can  practice  mul¬ 
timedia  journalism. 

Indiana  University  is  getting  new  ideas 
for  its  curriculum  from  doctoral  students 
who  are  traveling  to  innovative  papers 
around  the  country 
to  learn  the  latest 
indu.stry  techniques. 
The  school  is  using 
most  of  a  $1.5  mil¬ 
lion  grant  from  the 
Knight  Foundation 
to  provide  scholar¬ 
ships  for  doctoral 
students  who  study 
during  the  year,  then 
visit  papers  during 
the  summer  to  find 
newspaper  practices 
that  can  be  integrat¬ 
ed  into  the  Indiana 
curriculum. 

One  student  went 
to  the  Sarasota  (Fla.) 
Herald-Trihune, 
which  operates  a  24- 
hour  cable  news  net¬ 
work  in  its  news¬ 
room  where  re¬ 
porters  write  differ¬ 
ent  versions  of  the 
same  story  for  the 
newspaper  and  the 
cable  operation. 
“What  does  that 
mean  for  the  way 
journalists  need  to 
be  trained  to  work  in 
organizations  like 
this?”  Boeyink  asks. 


Rank  97 

Rank  96 

School 

Undergraduate 

Enrollment 

1 

1 

Pennsylvania  State  University 

2611 

2 

3 

University  of  Florida 

2533 

3 

Middle  Tennessee  State  University 

2452 

4 

2 

Michigan  State  University 

2330 

5 

4 

Baii  State  University 

1766 

6 

5 

California  State  University-Fullerton 

1731 

7 

7 

Boston  University 

1691 

8 

6 

Syracuse  University 

1666 

9 

University  of  Central  Florida 

1606 

10 

8 

University  of  Sacred  Heart  (PR) 

1468 

Master's 

Enrollment 

1  2  Boston  University  351 

2  4  Northwestern  University 


212 

San  Diego  State  University  194 


9 

10  University  of  Missouri 

176 

10 

New  York  University 

175 

Source:  At^nual  survey,  t^nryW.  Grady  College  ol  Journalism  and  Mass  Communication,  University  ol  Georgia 
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326 

306 

275 

240 

239 

237 


The  Medill  School  of  Journalism  at 
Northwestern  University  in  Evanston,  Ill., 
will  bolster  its  curriculum  with  a  new 
electronic  media  center.  Most  of  a  $20 
million  grant  from  the  Robert  R. 
McCormick  Tribune  Trust  will  be  used  to 
build  the  center,  which  will  have  new 
media  classrooms,  digital  broadcast  facil¬ 
ities,  and  a  public  affairs  forum  for  broad¬ 
casting  debates,  according  to  Abe  Peck, 
an  associate  dean. 

Medill  will  also  update  its  curriculum 
in  September  with  specialization  quar¬ 
ters,  a  10- week  program  that  simulates 
beat  reporting,  with  students  concentrat¬ 
ing  on  a  particular  area  of  journalism  by 
going  outside  the  school  to  study. 

Students  who  specialize  in  health  and 
medical  journalism,  for  example,  will 
visit  a  medical  school,  research  labs,  and 


.... 
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ave  New 


Women  rule  enrollment 

Enrollment  is  up  at  American  13.5%  of  the  total  school  population, 
journalism  schools  at  the  under-  from  7.9%  10  years  earlier.  The  number 
graduate  level  but  down  slightly  of  Hispanic  students  also  rose,  while 
at  the  graduate  level.  the  number  of  Asian  students  dipped 

According  to  an  annual  survey  slightly  over  the  past  three  years, 
conducted  at  the  Henry  W.  Grady  •  Women  dominate  enrollment  at  all 
College  of  Journalism  at  the  levels  of  journalism  schools:  61.3%  of 
University  of  Georgia,  undergraduate  undergraduate  and  62.7%  of  master’s 
enrollment  increased  2.3%  to  141,006  journalism  students  are  women, 
students  nationwide  in  1997  while  •  Sixty  percent  of  journalism  pro¬ 
graduate  enrollment,  including  mas-  grams  offer  courses  in  Web  or  online 
ters  and  doctorate  programs,  dipped  journalism. 

1.8%  to  1 1,189.  •  Columbia  University  granted  the 

The  1997  annual  survey  also  found:  most  master’s  degrees,  248,  followed 
•  The  number  of  African  American  stu-  by  Medill  at  Northwestern  University, 
dents  at  journalism  schools  rose  to  230,  and  Boston  University,  218. 

www.mediainfo.com 


Total  degrees  granted, 
1993-1997 

Total  undergraduate  and  graduate 


Source:  Anrjual  survey.  Henry  W  Grady  College  ol  Journalism 
and  Mass  Communication,  University  ol  Georgia 


the  Institute  of  Health  Policy  to  learn 
about  problems  in  health  care  before 
reporting  about  them.  Students  can  also 
specialize  in  financial  journalism,  sports, 
religion,  and  international  reporting. 

The  program  will  also  be  open  to  pro¬ 
fessional  journalists. 

Many  schools  have  updated  their  cur- 
riculums  over  the  past  few  years  with 
courses  that  teach  high  tech  skills. 

The  University  of  Missouri  School  of 
Journalism  offers  courses  in  computer 
assisted  reporting,  online  reporting,  how  to 
use  databases  for  investigative  reporting, 
and  designing  for  digital  media,  to  name  a 
few.  “Journalism  students  have  to  have  a 
number  of  arrows  in  their  quiver,  not  just 
print  but  digital,  audio,  and  video,”  says 
Dean  Mills,  dean  of  the  school. 

The  school  has  a  number  of  publica¬ 
tions  that  students  can  work  on  to  practice 
high  tech  skills,  including  an  online  ver¬ 
sion  of  the  Columbia  Missourian,  the 
daily  paper  published  by  the  school,  and 
an  online  magazine  called  Impressions. 

The  University  of  Illinois  also  offers  a 
number  of  high-tech  courses,  including  a 
graphics  course  on  designing  Web  pages 
and  laying  out  a  paper  using  the  latest 
technology,  according  to  Ron  Yates,  who 
heads  the  department  of  journalism.  A 
computer-assisted  reporting  course 
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J- schools  enter  Br 


Accent  on  propping  for  specialized 
beats,  new  media  challenges 


Faced  with  the  challenge  of  prepar¬ 
ing  students  for  a  field  that  is 
changing  rapidly.  American  jour¬ 
nalism  schools  are  undergoing  their  own 
major  changes  to  stay  relevant. 

“We’re  confronted  with  the  task  of  get¬ 
ting  students  ready  for  jobs  that  may  not 
even  exist  in  the  form  they’ll  exist  10  to  l.S 
years  from  now,’’  says  Dave  Boeyink.  an 
associate  professor  at  the  Indiana  Univer¬ 
sity  School  of  Journalism. 

“We  can’t  just  train  them  to  be  report¬ 
ers  because  there  are  multiple  kinds  of 


Enroilments  in  10  largest 
J-school  in  autumn  1997 

Rank  97  Rank  96  School 

1  1  Pennsylvania  State  University 

2  3  University  of  Florida 

3  Middle  Tennessee  State  University 

4  2  Michigan  State  University 

5  4  Ball  State  University 

6  5  California  State  University-Fullerton 

7  7  Boston  University 

8  6  Syracuse  University 

9  University  of  Central  Florida 

10  8  University  of  Sacred  Heart  (PR) 

1  2  Boston  University 

2  4  Northwestern  University 

3  5  Columbia  University 

4  6  Roosevelt  University 

5  Regent  University 

6  7  Michigan  State  University 

7  8  Syracuse  University 

8  9  Ball  State  University 

San  Diego  State  University 

9  10  University  of  Missouri 

10  New  York  University 


Source  Annual  survey.  Henry  W.  Grady  College  ol  Journalism  and  Mass  Communicalion.  University  ol  Georgia 


reporting  for  different  sorts  of  media  and 
different  audiences."  adds  Boeyink.  “We 
have  to  build  into  the  curriculum  ways 
they  can  adapt  to  the  new  environment." 

Journalism  schools  across  the  country 
are  meeting  this  challenge  in  different 
ways,  from  updating  their  curriculums 
with  high-tech  courses  to  building  new 
facilities  where  students  can  practice  mul¬ 
timedia  journalism. 

Indiana  University  is  getting  new  ideas 
for  its  curriculum  from  doctoral  students 
who  are  traveling  to  innovative  papers 
around  the  country 
to  learn  the  latest 
industry  techniques. 
The  school  is  using 
most  of  a  SI. 5  mil¬ 
lion  grant  from  the 
Knight  Foundation 
to  provide  scholar¬ 
ships  for  doctoral 
students  who  study 
during  the  year,  then 
visit  papers  during 
the  summer  to  find 
newspaper  practices 
that  can  be  integrat¬ 
ed  into  the  Indiana 
curriculum. 

One  student  went 
to  the  Sarasota  (Fla.) 
Heralil-Trihii  lie. 
which  operates  a  24- 
hour  cable  news  net¬ 
work  in  its  news¬ 
room  where  re¬ 
porters  write  differ¬ 
ent  versions  of  the 
same  story  for  the 
newspaper  and  the 
cable  operation. 
“What  does  that 
mean  for  the  way 
journalists  need  to 
be  trained  to  work  in 
organizations  like 
this?"  BtK'yink  asks. 
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2611 
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2330 
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1731 

1691 
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351 

326 
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The  Medill  School  of  Journalism  at 
Northwestern  University  in  Evanston,  Ill., 
will  bolster  its  curriculum  with  a  new 
electronic  media  center.  Most  of  a  $20 
million  grant  from  the  Robert  R. 
McCormick  Tribune  Trust  will  be  used  to 
build  the  center,  which  will  have  new 
media  classrooms,  digital  broadcast  facil¬ 
ities.  and  a  public  affairs  forum  for  broad¬ 
casting  debates,  according  to  Abe  Peck, 
an  associate  dean. 

Medill  will  also  update  its  curriculum 
in  September  with  specialization  quar¬ 
ters.  a  10- week  program  that  simulates 
beat  reporting,  with  students  concentrat¬ 
ing  on  a  particular  area  of  journalism  by 
going  outside  the  school  to  study. 

Students  who  specialize  in  health  and 
medical  journalism,  for  example,  will 
visit  a  medical  school,  research  labs,  and 
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In  the  past  the  library  at  Columbia  used  to  be 
the  best  place  for  journalism  students  to  do 
their  research.  Now,  most  students  opt  for 
Web  searches  and  Lexis-Nexis.  I 


Women  rule  enrollment 


Enrollment  is  up  at  American 
journalism  schools  at  the  under¬ 
graduate  level  but  down  slightly 
at  the  graduate  level. 

According  to  an  annual  survey 
conducted  at  the  Henry  W.  Grady 
College  of  Journalism  at  the 
University  of  Georgia,  undergraduate 
enrollment  increased  2.3%  to  141,006 
students  nationwide  in  1997  while 
graduate  enrollment,  including  mas¬ 
ters  and  doctorate  programs,  dipped 
1.8%  to  11,189. 

The  1997  annual  survey  also  found: 
•  The  number  of  African  American  .stu¬ 
dents  at  journalism  schools  rose  to 

www.mediainfo.com 


13.5%  of  the  total  school  population, 
from  7.9%  10  years  earlier.  The  number 
of  Hispanic  students  also  rose,  while 
the  number  of  Asian  students  dipped 
slightly  over  the  past  three  years. 

•  Women  dominate  enrollment  at  all 
levels  of  journalism  schools:  61.3%  of 
undergraduate  and  62.7%  of  master’s 
journalism  students  are  women. 

•  Sixty  percent  of  journalism  pro¬ 
grams  offer  courses  in  Web  or  online 
journalism. 

•  Columbia  University  granted  the 
most  master’s  degrees,  248,  follov^'ed 
by  Medill  at  Northwestern  University, 
230,  and  Boston  University,  218. 


Total  degrees  granted, 
1993-1997 

Total  undergraduate  and  graduate 


Total  undergraduate 


Total  graduate 


Source  Annual  survey.  Henry  Grady  College  of  Journalism 
and  Mass  Communication.  University  ol  Georgia 

the  Institute  of  Health  Policy  to  learn 
about  problems  in  health  care  before 
reporting  about  them.  Students  can  also 
specialize  in  financial  journalism,  sports, 
religion,  and  international  reporting. 

The  program  will  also  be  open  to  pro¬ 
fessional  journalists. 

Many  schools  have  updated  their  cur- 
riculums  over  the  past  few  years  with 
courses  that  teach  high  tech  skills. 

The  University  of  Missouri  School  of 
Journalism  offers  courses  in  computer 
assisted  reporting,  online  reporting,  how  to 
use  databases  for  investigative  reporting, 
and  designing  for  digital  media,  to  name  a 
few.  "Journalism  students  have  to  have  a 
number  of  arrows  in  their  quiver,  not  just 
print  but  digital,  audio,  and  video."  says 
Dean  Mills,  dean  of  the  school. 

The  school  has  a  number  of  publica¬ 
tions  that  students  can  work  on  to  practice 
high  tech  skills,  including  an  online  ver¬ 
sion  of  the  Coliimhia  Missourian,  the 
daily  paper  published  by  the  school,  and 
an  online  magazine  called  Impressions. 

The  University  of  Illinois  also  offers  a 
number  of  high-tech  courses,  including  a 
graphics  course  on  designing  Web  pages 
and  laying  out  a  paper  using  the  latest 
technology,  according  to  Ron  Yates,  who 
heads  the  department  of  journalism.  A 
computer-assisted  reporting  course 
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WtlfMttBM  Profs  in  newsrooms  proves  valuable 


Journalism  professors  are  some¬ 
times  criticized  for  being  too  aca¬ 
demic  and  unfamiliar  with  the 
workings  of  the  newsroom. 

To  solve  this  problem,  the  American 
Society  of  Newspaper  Editors  (ASNE) 
sends  journalism  professors  into  the 
newsroom  every  summer. 

Since  1995,  supported  by  funding 
from  the  Knight  Foundation,  ASNE  has 
sent  more  than  90  J-school  professors  to 
major  newspapers  for  six-week  residen¬ 
cy  programs.  The  professors  get  plenty 
of  hands-on  experience  as  reporters, 
editors,  graphic  artists,  designers,  and 


photographers  and  learn  some  of  the  latest 
newspaper  techniques. 

Professors  have  participated  in  the  pro¬ 
gram  at  The  Philadelphia  Inquirer,  The 
Sacramento  (Calif.)  Bee,  The  Miami 
Herald,  and  many  other  papers. 

Shirley  Staples  Carter,  department 
chair  at  the  department  of  mass  commu¬ 
nications  and  journalism  at  Norfolk  State 
University  in  Virginia,  who  participated 
in  the  program  in  1995,  says  she  benefit¬ 
ed  from  working  at  the  copy  desk  and  the 
business  department  at  The  Virginian- 
Pilot  in  Norfolk. 

“I  hadn’t  been  in  the  newsroom  in  20 


years,  and  as  an  educator  I  found  it  nec¬ 
essary  to  return  to  hone  my  skills  and 
become  more  aware  of  how  the  indus¬ 
try  is  changing,”  says  Carter. 

At  the  Pilot,  she  learned  about  such 
innovations  as  how  newsroom  teams 
collaborate  on  stories.  She  says  she’s 
been  able  to  work  some  of  these  ideas 
into  the  curriculum  at  Norfolk  State. 

Also,  she  says  her  participation  in  the 
program  led  to  renewed  cooperation 
between  the  school  and  the  newspaper, 
with  reporters  coming  to  the  school  to 
work  as  adjunct  professors  and  students 
going  to  the  Pilot  as  interns. 


teaches  students  how  to  gather  and  ana¬ 
lyze  information  online.  There  is  also  a 
course  that  teaches  students  how  to  cre¬ 
ate  and  operate  journalistic  sites  on  the 
Web.  “They  can  learn  how  to  be  Matt 
Drudge,”  Yates  says. 

Many  journalism  schools  offer  broad- 
based  programs  that  let  students  study 
everything  from  advertising  to  public 
relations,  but  the  University  of  Maryland 
is  bucking  that  trend.  The  school  board 
recently  voted  to  eliminate  advertising 
courses  and  move  public  relations  to  a 
different  school. 

“We  are  fundamentally  changing  the 
curriculum  so  the 
school  is  all 

journalism  in  its  vari¬ 
ous  forms  — 

newspapers,  TV,  and 
magazines  —  with 
specializations  in 
business  journalism, 
science  journalism, 
and  more,”  says 

Reese  Cleghorn, 
dean  of  the  school. 

Students  will  be 
required  to  take 

courses  in  journalism 
ethics  and  history, 
visual  communica¬ 
tion,  and  multimedia 
applications.  “It’s  a 
larger  set  of  require¬ 
ments  that  was 

impossible  with  our 
division  into  sequen¬ 
ces  that  included  non- 
journalism,”  says 
Cleghorn. 

While  it’s  the  role 
of  journalism  schools 
to  prepare  students 


for  jobs  in  the  field,  the  reality  is  that  many 
students  don’t  want  newspaper  jobs.  Clay 
Felker,  director  of  the  Felker  Magazine 
Center  at  the  graduate  School  of 
Journalism  at  the  University  of  Califomia- 
Berkeley,  says,  “Our  students  don’t  see 
exciting  futures  in  newspapers,  so  they 
want  a  broadcast  track  for  TV  and  radio,  a 
magazine  track,  and  a  new  media  track.” 

He  says  there  are  more  jobs  open  in 
multimedia  today,  and  that’s  what  the  stu¬ 
dents  are  pursuing. 

Steve  Ross,  an  associate  professor  at 
Columbia  University  School  of 
Journalism,  says  newspaper  jobs  are 


unpopular  because  of  the  low  pay. 
“Newspapers  claim  they  want  the 
brightest  students,  but  they  won’t  pay 
enough,”  he  says. 

While  one-third  of  Columbia  gradu¬ 
ates  work  for  newspapers,  many  only 
stay  a  year  or  two  before  pursuing  other 
media  professions,  especially  public  rela¬ 
tions,  Ross  says. 

Responding  to  industry  criticism  of  jour¬ 
nalism  school  students,  Ross  says:  “We’re 
producing  a  superior  product  that’s  better 
educated  all  the  way  around,  but  they’re  not 
going  into  newspapers.  When  news  organi¬ 
zations  complain  that  we’re  not  doing  the 
job,  we  are  doing  the 
job,  but  they’re  only 
getting  the  bottom  of 
the  class.” 

But  many  jour¬ 
nalism  students  are 
still  landing  news¬ 
paper  jobs,  often  at 
small-  town  papers. 
Barbara  Elmore, 
managing  editor  at 
the  Waco  (Texas) 
Tribune-Herald, 
hires  four  to  five 
journalism  students 
a  year  as  reporters, 
copy  editors,  and 
photographers.  She 
says  journalism 
schools  have  suc¬ 
cessfully  prepared 
students  for  jobs  at 
the  paper,  espec¬ 
ially  those  with 
internship  programs 
that  give  students 
actual  job  experi¬ 
ence  before  they 
graduate.  ■§ 


The  new  center 
will  have  media 
classrooms, 
digital  broad¬ 
cast  facilities 
and  a  public 
affairs  forum 
for  broadcast¬ 
ing  debates. 

—  Abe  Peck 
Medill  School  of 
Journalism 


in  a  course 
that  teaches 
students  how 
to  create  and 
operate  journal¬ 
istic  sites  on  the 
web,  “they  can 
learn  how  to  be 
Matt  Drudge.” 

—  Ron  Yates, 
University  of  Illinois 


Students  will  be 
required  to  take 
courses  in  jour¬ 
nalism  ethics  and 
history,  visual 
communication, 
and  multimedia 
applications.  It’s  a 
larger  set  of 
requirements. 

—  Reese  Cleghorn, 
Maryland  College 
of  Journalism 


24 


EDITOR  &  PUBLISHER  /  JANUARY  23.  1999 


www.mediainfo.com 


Reason  ^2  for  attending  Editor  &  Publisher's  Interactive  Newspapers  Conference 


OF  ANYTHING.  IN  ANYTHING.  AT  ANYTHING. 

\ 


I  'Try  hardei^'  all  you  want.  But  at  the  end  of  the  day.  if  you  haven't 
i  grabbed  hold  of  the  brass  ring,  maybe  trying  harder  isn't  enough. 

Work  smarter?  That’s  a  better  move.  A  better  strategy.  And  for  newspaper 
people,  strategic  thinking  begins  at  Interactive  Newspapers  '99.  Febmary 
17th  -  20th.  Hyatt  Regency,  Atlanta,  6A. 

It's  where  everything  will  be  about  strategy.  Thinking.  Planning 
Partnerships.  Marketing.  Technology.  Content. 

Listen:  We  realize  that  attending  Interactive  Newspapers  '99  is  a  significant 
commitment  of  time.  It  also  requires  a  certain  financial  investment.  But 
think  long-term.  Think  strategy. 

Not  registered  yet?  Visit  our  Web  site  -  www.mediainfo.com  -  for  the  lat¬ 
est  news  on  Interactive  Newspapers  '99.  See  who  and  what  you  will  miss 
I  if  you’re  not  there.  Or  register  by  telephone,  212-675-4380,  ext.  285. 


Editor  &  Publisher's  10th  Annual 

INTERACTIVE  NEWSPAPERS  CONFERENCE 


February  17-20,  Hyatt  Resency,  Atlanta,  GA 


inma 


Online  news  is  growing  up 

Web  journalists  and  editors  to  have  their  own  association  by  springtime 


by  David  Noack 

Once  considered  the  stepchild  of 
traditional  news  organizations, 
online  news  is  quickly  coming 
into  its  own  with  the  creation  of  the  On¬ 
line  News  Association,  whose  aim  is  to 
encourage  journalistic  standards  and  prin¬ 
ciples  in  this  evolving  medium. 

Richard  Jaroslovsky,  the  managing  edi¬ 
tor  of  The  Wall  Street  Journal  Interactive 
Edition  who  spearheaded  the  drive  to  form 
the  news  association,  says  the  group  plans 
to  meet  at  the  end  of  February  to  go  over 
reports  from  a  series  of  panels  that  have 
been  considering  how  the  association 
should  be  organized.  The  group  is  slated 
to  open  for  business  in  early  spring. 

“We  hope  to  have  enough  issues  re¬ 
solved  that  we  can  look  forward  to  incor¬ 
porating,  begin  the  application  for  tax- 
exempt  status,  and  do  all  the  things  neces¬ 
sary  to  have  the  organization  exist  as  a  real 
entity,”  says  Jaroslovsky.  Issues  being  re¬ 
viewed  include:  membership  criteria, 
awards  competition,  financing  and  bud¬ 
geting,  mission  statement,  technology, 
and  an  education  and  information  compo¬ 
nent.  There  will  likely  be  a  fee  for  Joining 
the  association.  “There  needs  to  be  some 
dues  structure  that  assures  the  people  who 
are  joining  that  we  have  a  seriousness  of 
purpose,”  he  says. 

The  need  to  create  an  online  news 
group  is  mainly  due  to  the  explosion  of 
online  news,  with  newspapers,  radio,  tele¬ 
vision,  and  online-only  sites  being  part  of 
the  digital  mix.  “The  purpose  fundamen¬ 
tally  is  to  create  a  forum  in  which  the 
common  issues  and  concerns  of  all  of  us 
can  be  addressed  in  a  way  that  cuts  across 
those  kinds  of  boundaries,”  Jaroslovsky 
explains.  “Clearly,  this  is  for  people 
engaged  in  serious  pursuit  of  quality  jour¬ 
nalism  in  this  medium  and  it  should  not 
matter  whether  or  not  they  have  a  print 
analog  or  broadcast  analog.” 

At  the  group’s  initial  organizing  meet¬ 
ing  in  Chicago  in  early  December,  a  key 
concern  was  membership,  with  those  at¬ 
tending  saying  the  debate  ranged  from  the 
likes  of  cyber-gossip  Matt  Drudge  to  news 
aggregators,  such  as  Yahoo!  and  Excite. 


“My  own  personal  guess  is  that  given  the 
standards  of  professionalism  that  we  hope 
we  can  bring  to  the  discussion,  (Drudge) 
might  not  want  to  join,  but  if  he  wanted  to 
join.  1  see  no  reason  pro¬ 
hibiting  him  from  doing 
so,”  Jaroslovsky  says.  He 
says  that  instead  of  writing 
hard  and  fast  rules,  it  would 
be  better  to  set  journalistic 
guidelines  and  principles 
and  to  be  a  “strong  voice  to 
encourage  the  practice  of 
the  highest  standards  of 
journalism.” 

Thom  Calandra,  editor  in 
chief  of  CBS  MarketWatch, 
an  online  financial  news 
site,  says  most  everyone  is 
in  agreement  about  the 
group  not  getting  involved 
in  lobbying.  “We  feel  un¬ 
comfortable  about  that.”  he 
says.  “It’s  more  about  edu¬ 
cation.  There  is  a  huge 
debate  about  awards.  Should 
we  follow  in  the  footsteps 
of  every  other  journalism 
organization  and  founda¬ 
tion  that  issues  awards?  We 
need  to  come  up  with  an 
answer  there.” 

Calandra  says  one  of  the  problems  the 
association  needs  to  tackle  is  the  ongoing 
difficulty  involving  online  news  organiza¬ 
tions  getting  press  credentials.  He  cites 
last  year’s  World  Cup  soccer  match  in 
France  as  an  example  of  not  credentialing 
online  reporters.  “That’s  an  access  issue 
and  it’s  not  just  sports,”  he  says.  “What 
happens  when  you  get  .something  like  the 
National  Football  League  trying  to  start 
its  own  news  organization  online?  We  are 
seeing  this  now.” 

While  the  new  association  gears  up, 
others  are  seeking  to  start  similar  efforts. 
Jonathan  Evans,  southwest  media  rela¬ 
tions  manager  for  PR  Newswire,  has  pro¬ 
posed  creating  the  Association  of  Online 
News  Editors  or  A.O.N.E.  But  after  find¬ 
ing  out  that  Jaroslovsky’s  group  was 
already  underway,  Evans  thinks  the  two 
can  work  together. 


Meanwhile,  the  Society  of  Professional 
Journalists  (SPJ)  has  had  an  online  task 
force  in  place  since  1996.  The  group  is 
headed  by  Staci  D.  Kramer,  who  is  based 
in  St.  Louis.  Kramer  says 
the  task  force  has  discussed 
the  needs  facing  online 
journalists,  such  as  the  in¬ 
troduction  of  online  jour¬ 
nalism  into  the  mainstream, 
and  the  impact  of  online 
journalism  on  the  entire 
journalism  industry. 

“We’ve  worked  with  and 
for  online  journalists  seek¬ 
ing  credentials  to  various 
venues,  created  categories 
in  online  journalism  for  the 
SDX  awards,  produced 
professional  development 
programming,  and  encour¬ 
aged  strong  discussion  of 
ethics,”  says  Kramer.  She 
spoke  to  Jaroslovsky  prior 
to  and  after  the  initial  orga¬ 
nizational  meeting  and 
feels  both  groups  can  work 
together. 

Bruce  Koon,  managing 
editor  of  Mercury  Center, 
the  online  version  of  the 
San  Jose  Mercury  News, 
points  out  the  need  for  the  new  associa¬ 
tion  because  many  people  involved  in 
online  news  don’t  necessarily  have  news 
backgrounds. 

“This  is  a  time  of  transition  for  journal¬ 
ism  and  online,”  Koon  says.  “There  are 
new  players  —  MBAs,  software  engineers 
and  self-styled  reporters  —  who  don’t 
view  journalism  standards  as  anything 
more  than  content.” 

Doug  Feaver,  vice  president  and  editor 
of  washingtonpost.com,  echoes  the  need 
for  the  group  in  having  to  confront  issues 
that  are  different  from  other  media.  “If  we 
make  a  really  big  mistake  getting  a  fac¬ 
toid  up  on  the  site,  right  now  at  washing- 
tonpost.com.  the  mother  ship  is  the  one 
that  is  sullied.  We  not  only  want  to  be  a 
responsible  news  organization  in  our  own 
right,  but  also  have  to  protect  the  reputa¬ 
tion  of  the  parent.” 


WSJ’s  Richard 


Jaroslovsky 
says  the 
association  is 
for  print, 
broadcast,  and 
Web  journalists. 
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Sizing  up  communities 
with  array  of  yardsticks 


SCOTT  BATEMAN  recently  became 
general  manager  of  Cox  Interactive 
Media’s  Seattle  Studio.  Bateman  comes 
from  Cox’s  ActiveDayton.com,  where 
KEVIN  STEPHENS  becomes  city  site 
manager  in  Dayton.  Ohio  ...  GEORGE 
SHIRK  became  editor  in  chief  for  Wired 
News  last  month,  coming  from  SF  Gate, 
the  online  editorial  service  of  chronicle 
Publishing  Co.  ...  BRUCE  MURRAY,  a 
Zip2  veteran,  has  become  the  Web  develop¬ 
ment  and  server  company’s  vice  president 
for  marketing.  Murray  formerly  worked  for 
Newsday.  Also  at  Mountainview,  Calif.- 
based  Zip2,  SHAUN  DOHERTY  becomes 
vice  president  of  sales  ...  DANIEL  J. 
DONAGHY  becomes  senior  vice  president 
and  general  manager  for  real  estate  for 
Classified  Ventures  of  Chicago.  Donaghy 
comes  from  an  1 8-year  tenure  with  the  New 
York  Times  Co.,  where  he  served  as  gener¬ 
al  manager  of  New  York  Today.  Also  at 
Classified  Ventures,  GERRY  CHIARO 
recently  became  senior  vice  president  for 
marketing,  and  at  cars.com,  JAMES 
MAGUIRE  became  director  of  marketing 
...  CareerPath.com  adds  LUKE  ANDROS 
as  vice  president  of  national  advertising 
sales,  a  new  position.  Andros  comes  from 
Hachette  Filipacchi  magazines.  Earlier, 
BEN  BELLINSON  joined  as  vice  presi¬ 
dent  of  product  management  ...  GENE 
TYE  has  become  president  and  CEO  of 
New  Horizons  Team,  a  division  of  J.H. 
Zerbey  Newspapers  Inc.  of  Pottsville,  Pa. 
The  group  provides  new  media  marketing 
and  consulting  services  to  the  newspaper 
industry.  Tye  is  the  former  president/CEO 
of  ClassiFACTS,  an  early  Web  classifieds 
player . . .  PETER  MILLER  becomes  vice 
president,  sales  and  marketing  at  Infosis 
Corp.,  which  helps  newspapers  with  brand¬ 
ing  on  the  Internet.  At  the  same  company, 
DAVID  CREAGH  becomes  vice  presi¬ 
dent,  business  development.  Creagh  served 
as  electronic  publishing  manager  for  The 
Christian  Science  Monitor's  Web  site  ... 
PETER  MARX  of  The  Marx  Group  was 
named  to  Needham,  Mass.-based 
Community  Newspaper  Co.’s  Internet 
Advisory  Board  ...  Washington- 
post.Newsweek  Interactive  of  Arlington, 
Va.,  recently  named  GREG  ECKSTROM 
vice  president,  marketing.  Eckstrom  comes 
from  cybermeals,  Inc.  H 


Targeting  a  region’s  population  figures, 
schools,  transportation,  crinne  statistics,  etc. 


by  Charles  Bowen 

How  does  your  community  appear  to 
the  outside  world?  When  a  busi¬ 
ness  is  weighing  the  advantages  of 
your  town  against  all  those  competitors  in 
other  parts  of  the  country,  what  does  it  see 
in  terms  of  your  business  incentives,  labor 
force,  and  growth  potential? 

To  help  your  readers  understand  why 
some  things  happen  and  don’t  happen  in 
town  —  why  it  may  be,  for  instance,  that 
you  got  the  new  restaurant  but  missed  out 
on  the  new  auto  plant  —  you  need  to  share 
with  them  what  the  world  thinks  it  knows 
about  you.  And  where  better  to  do  that 
than  the  World  Wide  Web? 

The  American  Community  Network,  an 
online  tool  intended  for  use  in  corporate 
and  industrial  site  selection,  makes  for  an 
interesting  statistical  mirror  for  all  3,141 
counties  and  315  metropolitan  areas 
across  the  United  States.  Its  detailed  pro¬ 
files  also  are  used  by  chambers  of  com¬ 
merce,  government  officials,  and  econom¬ 
ic  development  organizations.  (Some  of 
this  information  is  also  available  from  The 
Editor  &  Publisher  Market  Guide.) 

At  http://www.acn.net,  use  the  intro¬ 
ductory  page’s  Quick  Find  section  to  go 
directly  to  the  data  on  specific  states, 
metro  areas,  counties,  or  cities.  Profiles 
include  data  about  the  region’s  geography, 
population,  labor,  commerce,  transporta¬ 
tion,  environment,  education,  quality  of 
life,  taxes,  and  business  incentives. 

You  also  can  use  the  site  to  find  commu¬ 
nities  that  meet  specific  search  criteria. 
Here’s  where  you  can  tell  your  readers 
about  other  communities  that  match  yours 
in  terms  of  work  force,  educational  levels, 
demographics,  community  services,  and  so 
on.  To  use  this  feature,  click  on  the  intro¬ 
ductory  page’s  link,  “Focus  Your  Search.” 

On  the  resulting  page,  select  either 
County  Search  Tool  to  compare  statistical 
data  of  American  counties  or  MSA  Search 
Tools  for  state  metro  regions.  Next  you 
are  asked  to  select  the  topic  or  topics  by 
which  you  wish  to  compare  the  regions: 


Work  force.  On  a  subsequent 
screen,  you  can  target  annual  unemploy¬ 
ment  rates  and  civilian  labor  force,  view 
percentages  of  unionization,  and  determine 
whether  a  state  is  in  a  right-to-work  state. 

Demographics  (Jeography. 

Here  you  target  a  range  of  population  fig¬ 
ures,  a  rate  of  growth  more  or  less  than  a 
designated  percentage,  per  capita  income, 
and  average  commute  time  to  work. 

Education,  a  resulting  screen  lets 
you  search  for  regions  by  designating  a 
percentage  of  the  population  who  are  high 
school  graduates,  who  have  college  bach¬ 
elor’s  degrees  or  higher,  and  you  can  view 
state  average  test  scores. 

Quality  of  Life/Community 
Service.  This  option  lets  you  target 
regions  based  on  the  number  of  physi¬ 
cians,  hospital  beds,  and/or  the  crime  rate. 
Also,  you  can  check  a  box  at  the  bottom  of 
the  screen  indicating  whether  you  want  to 
search  all  states  or  to  designate  one  or  two 
specific  states.  Click  the  Continue  button 
to  answer  any  related  questions,  then  click 
on  Start  Search  to  have  the  site  locate 
regions  that  meet  your  specifications. 

Other  considerations  for  using  these 
resources  in  your  reporting  and  editing: 

IThe  site  is  operated  by  Towery 
Publishing  Inc.,  a  Memphis-based  pub¬ 
lishing  company  specializing  in  commu¬ 
nity-oriented  publications. 

2  Data  for  county  and  metro  area  pro¬ 
files  is  drawn  from  assorted  federal 
government  sources.  The  site  maintains  an 
online  page  of  its  sources  (http://www. 
acn.net/datasource/pro.msa.source.html), 
which  also  includes  definitions  of  its 
demographic  terms. 

3  If  your  work  has  you  using  this  site 
often,  you  might  want  to  become  an 
electronic  subscriber  in  order  to  be  notified 
by  e-mail  of  updates  and  changes  to  the 
site  (http://www.acn.net/acn.sub.html). 


'  Bowen  is  a  West  Virginia  journalist 
and  the  host  of  the  daily  Internet 
News  syndicated  radio  at  http:ll 
WWW.  netnewstoday.  com. 
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Holiday  ads  jolly  good 


by  Joe  Nicholson 

Newspaper  ad  sales  for  the  1998  hol¬ 
idays  were  solid  almost  every¬ 
where,  an  informal  Editor  &  Pub¬ 
lisher  survey  found. 

At  some  newspapers,  savvy  approaches 
and  hard  work  produced  surprisingly  good 
results.  “1  don't  know  of  any  markets  that 
had  a  lousy  Christmas,”  says  Miles  Groves, 
vice  president  and  chief  economist  of  the 
Newspaper  Association  of  America 
(NAA),  who  predicts  the  final 
tally  will  show  a  fourth  quar¬ 
ter  jump  in  ad  sales  of  6%. 

“For  most  of  us  in  the 
middle  to  late  boomer  years, 
we’ve  never  had  this  kind  of 
economy,  the  breadth  and  the 
depth  and  the  length  of  it,” 
says  Groves. 

Analysts  have  been  watch¬ 
ing  holiday  ad  revenue  at 
West  Coast  newspapers  for 
signs  of  buffeting  by  ill  winds 
from  the  economic  tornados 
across  Asia.  But  executives  at 
Copley  Press  Inc.,  based  in 
La  Jolla,  Ca.,  say  holiday  ad 
revenue  was  not  affected  at 
their  California  papers. 

“Not  yet,  and  I  use  the 
word  yet  because  we  are  cer¬ 
tainly  paying  attention  to  it,” 
says  Copley  vice  president 
and  chief  information  officer 
Milt  Goldwasse.  He  suggests 
San  Diego’s  low  3%  unem¬ 
ployment  rate  may  have 
helped  immunize  Copley’s 
San  Diego  Union-Tribune 
from  Asian  contagion. 

At  The  Dallas  Morning  News,  presi¬ 
dent  and  general  manager  Robert  Mong 
says  holiday  ad  sales  showed  “a  nice  gain 
in  departments  stores”  as  well  as  good 
results  in  automotive  and  financial  ads. 

Overall,  ad  linage  was  down  “a  little 
bit”  from  the  holiday  period  a  year  earlier, 
says  Mong,  who  emphasizes  1997  was 
“an  absolutely  superheated  year,  the  best 
year  in  company  (A.H.  Belo)  history.” 

The  News'  holiday  ad  sea.son  “started  off 
very  slowly,”  notes  Mong.  “The  closer  we 
got  to  Christmas,  the  better  we  were  doing.” 
The  direction  was  reversed  at  the  at  the 


Chicago  Tribune.  “November  was  terrif¬ 
ic,  approaching  double-digit  gains,  and 
December  was  really  flat.”  says  Dennis  J. 
Grant,  the  Tribune'^  vice  president  for 
advertiser  marketing  and  sales. 

Why  did  it  start  quickly  and  then  slow? 
“1  think  retailers  had  a  feeling  that  business 
at  Christmas  was  not  going  to  be  strong  and 
that  they  could  get  a  better  margin  with  ear¬ 
lier  promotions,”  says  Grant.  Some  retail¬ 
ers  poured  money  into  November  ads  in 
order  to  sell  merchandise  before  they  start¬ 
ed  making  deep  price  cuts  in 
December,  he  explains. 

The  Tribune  did  especial¬ 
ly  well  with  ads  for  cellular 
telephones,  airlines,  and 
cruise  lines.  The  Tribune 
scored  its  sixth  consecutive 
year  of  record  ad  sales  last 
year.  “I’m  one  of  the  opti¬ 
mists,”  says  Grant.  “1  kind 
of  believe  there  is  a  seventh 
in  the  making.” 

How  fared  the  newspaper 
put  together  Just  a  few  blocks 
from  the  epicenter  of  capital¬ 
ism’s  roaring  volcano? 

“The  answer  is  well.” 
says  Richard  J.  Tofel,  a 
spokesman  for  The  Wall 
Street  Journal.  “With  one 
significant  exception,  and 
that  is  financial  linage  ...  but 
that’s  not  a  holiday  issue. 
Our  general  linage  at  the 
Journal  was  up  for  De¬ 
cember  and  for  the  fourth 
quarter  on  top  of  a  very 
strong  year  the  year  before.” 
The  Journal's  financial 
advertising  has  dropped  since  August, 
says  Tofel,  who  blamed  it  on  “volatility  in 
the  financial  markets.” 

With  the  gyrating  stock  market  over  the 
last  five  months,  there  has  been  a  drop  in 
initial  public  offerings,  except  for  Web 
IPOs.  An  IPO  plunge  means  an  IPO  ad 
plunge. 

While  the  Journal's  general  ad  linage 
increased  .2%  in  December  and  2.1%  in 
the  fourth  quarter  over  a  high  level  a  year 
earlier,  its  financial  ad  linage  dropped 
45.8%  in  December  and  32.8%  in  the 
fourth  quarter.  Its  classified  and  miscella¬ 
neous  ads  Jumped  13.3%  in  December  and 


6.6%  in  the  fourth  quarter. 

The  New  York  Times  reports  its  adver¬ 
tising  volume  was  up  6.4%  in  December, 
based  partly  on  strong  department  store 
advertising.  The  Boston  Globe's  ad  vol¬ 
ume  was  up  .5%  in  December,  also  with 
department  stories  as  a  leading  category. 

The  Palm  Beach  (Fla.)  Post  struck  it 
rich  by  putting  together  a  sophisticated 
sales  pitch,  according  to  Cathy  Coffey, 
vice  president  of  advertising  at  the  Post’s 
parent,  Cox  Newspapers,  Inc.  in  Atlanta. 

“This  was  the  first  year  the  Post  really 
had  a  concentrated  selling  effort  for  (holi¬ 
day)  advertising,  and  they  had  terrific 
results,”  she  says. 

Post  ad  sellers  approached  merchants 
with  statistics  showing  how  much  of  their 
business  came  during  the  holiday  .season 
and  how  much  of  the  holiday  business 
was  prompted  by  newspaper  ads,  says 
Coffey,  whose  Post  ad  sellers  used  both 
Cox’s  own  re.search  as  well  as  purchased 
market  research. 

Cox’s  Dayton  (Ohio)  Daily  News  suf¬ 
fered  a  setback  when  a  local  department 
store  went  out  of  business,  but  Coffey 
says,  “Factor  that  out,  and  they  had  a  very 
good  holiday  selling  season.” 

Ad  sales  results  during  the  holiday 
were  as  uneven  as  blades  of  grass,  but 
clearly  the  lawn  has  grown  as  high  as  ele¬ 
phant  grass.  Can  it  keep  going? 

“I  feel  good  about  ’99,”  says  Groves. 
“For  economists,  it  has  been  unnerving  for 
it  to  continue  to  be  so  good.  We  think  in 
terms  of  cycles.  So  what  goes  up  has  to 
come  down.” 

Either  economists  are  wrong  about  the 
economic  cycle,  says  Groves,  or  they  are 
going  to  be  wrong  if  they  keep  on  predict¬ 
ing  more  good  times.  “It  makes  it  tough  to 
sleep  sometimes,”  says  Groves. 

E&P  promotion 

Greg  Lawner  has  been 
Usher's  Midwest  regional 

been  the  E&P  Year  Book 
CD-Rom  product  manag¬ 
er,  replaces  Mike  Madden,  who  was  hired 
as  New.sweek  magazine’s  account  manager 
for  parts  of  the  Midwest. 


November  was 
terrific, 


approaching 
double-digit 
gains,  and 
December  was 
really  fiat. 

—  Dennis  J.  Grant, 
Chicago  Tribune 
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Lawrence  loses  lawyer  In 
libel  suit  against  columnist 


Shelia  Lawrence,  who  is 
suing  Arianna  Huffington 
for  $25  million,  files  appeal 
to  retain  attorney  bounced 
for  ties  to  the  columnist 
by  David  Astor 

Shelia  Lawrence,  who  is  suing 
columnist  Arianna  Huffington  for 
$25  million,  is  appealing  a  judge’s 
decision  to  disqualify  her  attorney  from 
the  case. 

Lawrence  filed  suit  against  Huf¬ 
fington  last  March  after  the  columnist 
quoted  a  source  saying  Lawrence, 
widow  of  a  U.S.  ambassador,  had  an 
affair  with  President  Clinton  that  sup¬ 
posedly  began  in  1992.  Lawrence  denied 
the  allegation. 

In  pretrial  proceedings,  Huffington 
attorney  Gary  Bostwick  asked  the  judge  to 
disqualify  Lawrence  attorney  Barry  Lang- 
berg  because  Langberg  had  represented 
Huffington  in  the  past. 

Los  Angeles  Superior  Court  Judge 
Peter  Lichtman  agreed  that  Langberg  and 
his  Los  Angeles  firm  of  Bronson.  Bronson 
&  McKinnon  could  not  represent 
Lawrence.  The  judge  felt  Langberg’s 
knowledge  of  how  Huffington  thinks 
might  give  Lawrence  an  unfair  advantage, 
Bostwick  says. 

“I  don’t  think  so,”  counters  Langberg, 
who  says  he  worked  for  Huffington  on  a 
matter  unrelated  to  Lawrence’s  suit. 
Langberg  adds  that  he  primarily  repre¬ 
sented  Arianna’s  then-husband  Michael 
Huffington  and  his  political  campaign 
committee.  Michael,  a  former  one-term 
U.S.  congressman  from  California,  lost  an 
expensive  bid  for  the  Senate  in  1994. 

Langberg  says  Lawrence  intends  to 
pursue  the  suit  with  another  lawyer  if 
California’s  District  Court  of  Appeals 
doesn’t  reverse  the  disqualification.  He 
estimates  the  appeal  will  take  at  least  three 
or  four  more  months,  while  Bostwick 
thinks  it  could  last  into  next  year. 

Bostwick,  of  the  Bostwick  &  Hoffman 
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law  firm  in  Santa 
Monica,  Calif.,  says 
he’s  not  surprised  at 
Lawrence’s  appeal 
because  Langberg 
“is  a  very  good 
attorney.” 

After  the  appeal 
is  resolved,  the  next 
Arianna  Huffington  step  would  be  a  rul¬ 
ing  on  Huffington’s 
motion  to  dismiss  the  suit  on  free  speech 
grounds,  according  to  Bostwick. 

Initially,  Lawrence  also  named 


Creators  Syndicate  as  a  defendant 
{E&P,  March  14,  1998,  p.  51).  But 
Creators  was  dropped  from  the  case 
after  Huffington  moved  to  the  Los 
Angeles  Times  Syndicate  (E&P,  May 
16,  1998,  p.  37). 

Shelia  is  the  widow  of  M.  Larry 
Lawrence,  a  major  Democratic  Party  con¬ 
tributor  who  died  while  serving  as  U.S. 
ambassador  to  Switzerland  in  1996.  In 
1997,  his  body  was  removed  from 
Arlington  National  Cemetery  after 
reports  that  he  fabricated  his  military  cre¬ 
dentials  caused  a  furor. 


Cartoon  character 
confronting  cancer 


by  David  Astor 

Anew  “Funky  Winkerbean”  series 
on  breast  cancer  continues  a 
trend  toward  more  reality  in 
humor  comics. 

At  least  two  papers,  including  the 
Chicago  Sun-Times,  dropped  the  six- 
month  sequence,  which  began  last  week. 
But  King  Features  Syndicate  spokesman 
Ted  Hannah  says  many  of  the  400  other 
“Funky”  clients  praised  the  series  and  ran 
news  stories  about  it. 

Tom  Batiuk’s  sequence  addresses  the 
physical,  psychological,  and  social  effects 
of  breast  cancer  as  young  Lisa  Moore 
goes  through  a  biopsy,  surgery,  and 
chemotherapy. 

Batiuk,  who  began  planning  and 
researching  the  series  four  years  ago, 
says:  “It  has  become  the  sad  truth  that 
practically  everyone  knows  someone  who 
has  this  disease.  We  can  never  do  enough 
to  raise  people’s  awareness  and  under¬ 
standing  of  the  issues  surrounding  it.” 

Amy  Langer,  executive  director  of  the 
National  Alliance  of  Breast  Cancer 
Organizations,  adds:  “We’ve  learned  from 
experience  that  young  people  are  a  hard- 


to-reach  group  when  it  comes  to  breast 
health.  Using  creative  and  entertaining 
channels  like  comics  has  proven  the  best 


From  Tom  Batiuk’s  series 
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way  to  educate.” 

The  series  is  “realistic  and  often 
humorous,”  says  Nancy  Brinker,  found¬ 
ing  chairperson  of  the  Susan  G.  Komen 
Breast  Cancer  Foundation. 

“People  calling  us  are  very  moved  by 
the  series,”  reports  Hannah,  who  says  the 
entire  sequence  will  eventually  be  posted 
online  (www.kingfeatures.com). 

Sun-Times  features  editor  John  Barron 
agrees  that  breast  cancer  is  an  important 
topic  that  the  paper  covers  extensively  in 
its  news  and  health  pages.  But  he  feels 
Batiuk’s  sequence  “brings  nothing  new  to 
the  discussion.” 

“We’re  also  aware  that  many  comic 
readers  are  young  children  —  especially 
on  Sunday.  They  are  perhaps  best  intro¬ 
duced  to  some  topics  in  a  forum  other 
than  the  funnies,”  says  Barron,  adding 
that  the  Sun-Times  does  publish  some 
comic  sequences  tackling  social  issues. 

Because  the  Sun-Times  prefers  gag-a- 
day  comics  without  long  story  lines,  edi¬ 
tors  thought  of  canceling  “Funky”  even 
before  the  Jan.  18-June  13  sequence 
began.  But  Barron  says  reader  reaction 
to  the  pulling  of  the  breast  cancer  strips 
will  help  determine  the  comic’s  future  at 
the  Sun-Times.  Eighteen  people  phoned 
the  first  day  to  ask  why  “Funky”  was 
dropped,  but  Barron  thinks  it’s  too  early 
to  get  a  true  picture  of  the  reaction. 

He  says  the  Sun-Times  recently 
redesigned  its  comics  pages,  so  while  it 
didn’t  replace  “Funky”  per  se,  it  started 
running  “Committed”  by  Michael  Fry  of 
United  Media. 

“Funky,”  begun  in  1972,  has  previous¬ 
ly  dealt  with  controversial  topics  ranging 
from  teen  pregnancy  to  guns  in  schools.  It 
is  one  of  about  a  dozen  humor  comics  — 
including  “Luann”  and  “For  Better  or  For 
Worse”  —  that  periodically  address 
social  issues.  Hi 
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Scripps  Howard 
executive  retires 

Dan  Thomasson,  65,  has  retired  as  vice 
president/news  for  Scripps  Howard  news¬ 
papers  and  editor  of  Scripps  Howard 
News  Service.  SHNS  managing  editor 
Peter  Copeland,  4 1 ,  succeeds  him  as  edi¬ 
tor/general  manager  of  the  service.  Also, 
SHNS  chief  editorial  writer  and  former 
Denver  Rocky  Mountain  News  editor  Jay 
Ambrose,  54,  has  been  promoted  to 


director  of  editorial  policy  for  Scripps 
Howard  newspapers.  Thomasson,  who 
spent  40  years  at  Scripps  Howard  as  a 
reporter  and  editor,  will  continue  writing  a 
twice-weekly  column  for  SHNS. 

Ex-UM  exec  gets 
LATS  comic  post 

Sarah  Gillespie, 
United  Media’s  for¬ 
mer  vice  president  and 
director  of  comic  art, 
has  joined  the  Los 
Angeles  Times  Syndi¬ 
cate  (LATS)  as  comics 
development  consul¬ 
tant.  At  United,  Gilles¬ 
pie  acquired  syndica¬ 
tion  and  licensing 
rights  for  strips  such  as  “Dilbert,”  “Rose  is 
Rose,”  “Jump  Start,”  and  “Robotman.” 
She  also  edited  “Peanuts,”  “Garfield,”  and 
more  than  50  other  comics.  LATS  has 
added  several  comics  in  the  last  two  years 
after  a  long  period  of  focusing  mostly  on 
text  features. 

Sinn  Fein  prez 
writing  column 

Sinn  Fein  president  Gerry  Adams,  who 
played  a  pivotal  role  in 
the  recent  Irish  peace 
pact,  will  write  a 
weekly  Creators  Syn¬ 
dicate  column  starting 
Feb.  14.  Adams,  who 
will  discuss  Irish 
politics  and  global 
conflict-resolution  is¬ 
sues,  is  a  columnist 
for  the  New  York 
City-based  Irish  Voice  and  the  author  of 
several  books. 

‘Dilbert,’  ‘Better’ 
best  in  Trib  poll 

Men  chose  “Dilbert”  and  women  “For 
Better  or  For  Worse”  as  their  favorite 
comics  in  a  Chicago  Tribune  survey  that 
drew  15,000  responses.  “FoxTrot,”  by  Bill 
Amend  of  Universal  Press  Syndicate,  was 
tops  among  under- 18  readers;  “Dilbert,” 
by  Scott  Adams  of  United  Media,  among 
those  1 8  to  34;  and  “For  Better,”  by  Lynn 
Johnston  of  United,  among  those  over  35. 


Sarah  Gillespie 


‘Jumble’  jumps 
to  Web  portals 

Tribune  Media  Services  (TMS)  and 
Total  Entertainment  Network  (TEN)  will 
provide  an  interactive  version  of  the 
“Jumble”  puzzle  to  Web  portal  sites  such 
as  AltaVista,  CNET,  Excite,  GeoCities, 
Infoseek,  Netscape,  Prodigy,  and 
WebCrawler.  TMS  and  TEN  will  also 
Jointly  sell  national  advertising  on  the 
“Jumble”  Web  pages. 

Web-based  firm 
offers  sections 

PowerProse,  which  distributes  articles 
and  columns  via  the  Web,  now  also  offers 
special  sections  on  topics  ranging  from 
autos  to  holidays.  In  addition,  the  syndica¬ 
tion  company  has  redesigned  its  Web  site 
(www.powerprose.com),  doubled  its  ros¬ 
ter  of  writers  from  six  to  12,  and  added 
cooking  to  previously  available  topics 
such  as  health,  parenting,  autos,  business, 
and  technology.  And  PowerProse  is  now 
selling  pieces  individually,  not  Just  on  a 
subscription  basis. 

Gives  readers 
the  ‘Business’ 

Jim  Sizemore  is  self-syndicating  the 
weekly  “Business  As  Usual”  comic  panel 
to  newspaper  business  pages.  The  car¬ 
toonist  (moresize@aol.com)  is  based  in 
Towson,  Md. 

TMS  tabs  two 
in  LA  office 

Tribune  Media  Services  has  promoted 
two  people  in  its  Los  Angeles  office,  part 
of  TMS’s  Database  and  Advertising 
Products  Division.  Chad  Knowles  has 
been  named  Los  Angeles  sales  manager 
and  Mark  Yamada’s  duties  as  operations 
manager  have  been  expanded. 

Copley  adding 
five  packages 

Copley  News  Service  is  adding  five 
new  feature  packages  called  “Millen¬ 
nium,”  “Spring  Holidays,”  “Outdoor 
Living,”  “Family  Lifestyles”  and  “Fall 
Entertainment.” 
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New  packaging  equipment 
does  a  iot  more  in  iess  space 


Next  generation  of 
mailroom  automation 
adds  functionality 
and  subtracts 
square  footage 

by  Mark  Fitzgerald 

Improvising  a  little  on  architect  Mies 
van  der  Rohe’s  dictum,  newspaper 
mailroom  equipment  vendors  are 
increasingly  selling  the  philosophy:  Less 
is  more  —  and  our  less  can  do  more. 

The  newest  packaging  equipment 
incorporates  not  only  a  smaller  footprint 
—  but  the  ability  to  combine  newspaper 
handling  functions  in  a  way  that  elimi¬ 
nates  the  need  for  separate  machines. 
Mailroom  equipment  vendors  are  as  apt  to 
emphasize  the  physical  dimensions  of  a 
machine  as  its  p)er-hour  throughput. 

Vendors  have  visited  enough  newspa¬ 
pers  to  recognize  that  floor  space  in  pack¬ 
aging  centers  is  now  as  tight  and  valuable 
as  midtown  Manhattan  real  estate.  These 
days,  even  the  newest  mailrooms  quickly 
become  jammed  with  more  inserting 
lines,  more  bundlers  —  and  more  pallet¬ 
loads  of  preprints  to  process. 

F.  Steve  Sumner,  president  and  CEO  of 
Thomson  Newspapers’  south  Georgia 
strategic  marketing  group,  thought  he  had 
enough  space  in  his  brand-new  packaging 
center  in  Valdosta  to  handle  the  group’s 
four  morning  papers. 

After  all,  he  says,  the  mailroom  por¬ 
tion  of  the  paper  grew  during  its  design 
phase  to  be  bigger  than  the  square 
footage  originally  set  aside  for  the  entire 
production  plant. 

“It’s  a  logistical  nightmare  no  matter 
what  your  size  because  we  have  the  same 
deadline  pressure  on  all  the  papers,”  says 
Sumner.  That’s  every  day.  It’s  worse  when 
FSI  orders  surge,”  he  says  referring  to 
free-standing  inserts. 

“Thanksgiving  you  could  not  walk 
through  the  building.  We  had  inserts 
piled  up  everywhere,  sometimes  danger¬ 


ously  high,”  Sumner  says.  “It’s  not  designed  to  compensate  be- 

Interest  in  post-press  equipment  is  suf-  cause  the  bundle  is  fully  controlled  from 
ficiently  strong  that  two  vendors  with  first  copy,”  says  GMA  president  and  CEO 
space-saving  machines  that  combine  mail-  Randy  Seidel.  “The  transfer  occurs  seam- 
room  functions  took  the  unusual  step  of  lessly,  so  there  is  no  issue  of  inserts  falling 
showcasing  their  new  concepts  at  the  from  the  paper.” 

recent  Newspaper  Association  of  Ameri-  During  this  first  stage,  a  bottom  sheet  is 
ca’s  (NAA)  operations  SuperConference  supplied,  cut,  and  fed  and  is  waiting  while 
in  Orlando  —  rather  than  saving  their  the  bundle  forms, 
introductions  for  NAA’s  Nexpo  equipment  In  the  second  stage,  servo  motor-driven 
show  in  June.  forks  compress  the  bundle,  obviating  the 

One  of  the  machines,  a  combination  need  for  compensating  the  bundle,  Seidel 
palletizer  and  cart  loader,  was  formally  says.  A  top  sheet,  which  can  be  ink-jet 
unveiled  at  the  IFRA  European  newspaper  printed,  is  then  added  and  two  parallel 
trade  show  in  October  and  is  scheduled  to  straps  are  welded,  on  top  and  bottom, 
be  at  Nexpo.  The  other  —  a  single  pack-  using  Muller-Martini  welder  heads, 
aging  center  machine  from  GMA  that  With  the  combined  functions,  the  Bun- 
combines  bundling,  counting,  and  strap-  dler  should  save  an  average  medium-cir- 
ping  —  may  be  ready  to  show  in  time  for  culation  daily  about  200  square  feet  of 
Nexjx),  depending  on  field  testing,  the  floor  space  for  each  inserter  line,  director 
company  says.  of  technology  Pav  says.  Manning  require- 

GMA  calls  its  mailroom  machine  The  ments.  too,  should  decline  to  one  worker 
Bundler.  “It’s  an  all-encompassing  device  watching  over  two  or  three  lines,  from  two 
that  is  a  complete  replacement  for  your  tie  or  three  workers  per  line,  he  says, 
line  process,”  says  Darrell  E.  Pav,  GMA’s  The  Bundler  has  a  counting  function 
director  of  technology.  He  compares  how  that  is  intended  to  address  another  serious 

it  handles  newspajjer  copies  to  a  car  wash,  packaging  problem:  the  traditional  prac- 
Like  an  automobile  pulled  by  a  chain  tice  of  ordering  extra 

through  different  stages  of  washing,  rins¬ 
ing,  and  drying,  each  copy  run  through 
the  Bundler  is  always  controlled 
by  gripper  forks  driven  by 
servo  motors  as  it  moves 
through  the  counting,  bun¬ 
dling,  sheet  feeding  and 
.strapping  operations. 

“It  runs  on  a  new  technol¬ 
ogy,  with  intelligent  controls 
so  it  runs  only  as  fast  as  it  has 
to,  does  only  the  work  it  has 
to,  and  moves  only  as  much 
as  it  has  to,”  Pav  says. 

It  works  in  two  stages.  In 
the  first,  each  copy  is  gripped 
by  a  fork  that  can  adjust  to 
the  thickness  of  the  product. 

As  copies  are  added  to  the 
bundle,  the  fork  retracts.  The 
machine  does  not  need  to  com¬ 
pensate  bundles,  GMA  says.  Rendering  of 
because  copies  are  never  dropped  gmA’s  new  packaging 
into  the  bundles.  machine,  The  Bundler 
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Virtual  training: 

computer  tutorial  on  mailroom  operations 


Long  integrated  into  the  systems 
controlling  newspaper  packaging 
equipment,  computers  are  now 
turning  their  skills  to  improving  the 
skills  of  the  human  beings  toiling  on 
mailroom  floors. 

Computers  have  much  to  add  to  pro¬ 
duction  employee  training,  says  Matti 
Kuusisto,  senior  research  scientist  for 
the  Finnish  company  VTT  Information 
Technology. 

“Workers  don’t  usually  know  the 
whole  packaging  and  production  pro¬ 
cess,”  Kuusisto  says. 

“They  know  their  work,  but  they 
don’t  know  what’s  happening  on  the 
other  side  of  the  line.” 

Computers  also  lend  mailroom  work 


a  much  better  image,  he  says.  VTT  is 
best  known  in  the  newspaper  industry 
for  its  PrintSim,  a  CD-ROM  that  uses 
interactive  3-D  simulation  software  to 
create  a  virtual  reality  training  tool  for 
press  operators.  Now  the  company  is 
finishing  work  on  PostPressSim,  which 
will  use  the  same  tools  to  teach  packag¬ 
ing  center  jobs. 

At  NAA’s  newspaper  operations 
SuperConference  in  Orlando,  Fla., 
recently,  Kuusisto  showed  the  begin¬ 
nings  of  the  post-press  product  by 
demonstrating  how  trainees  will  be  able 
to  practice  setting  controls  on  a  newspa¬ 
per  folder. 

Dow  Jones  &  Co.  is  using  CD-ROMs 
to  train  employees  at  all  of  its  17  pro¬ 


duction  plants  on  health  and  safety 
issues,  says  Paul  Jakubski,  the  chain’s 
environmental  and  safety  manager. 
These  customized  disks,  which  are 
interactive  but  are  not  simulators, 
ensure  that  employees  get  and  absorb 
appropriate  training. 

The  CDs,  which  Jakubski  says  meet 
federal  health  and  safety  training 
requirements,  “really  hit  home  with 
employees”  because  they  incorporate 
photos  of  actual  Dow  Jones  facilities. 

They  also  save  money,  he  says: 
While  the  chain  was  previously  spend¬ 
ing  about  $50,000  annually  on  consul¬ 
tants,  the  CDs  cost  $8,000  to  $12,000, 
depending  on  length,  and  they  are  easi¬ 
er  to  schedule.  —  Mark  Fitzgerald 


for  a  warm  fuzzy  image  —  but  it  costs  the 
baker,”  Seidel  says. 

Following  field  tests  at  the  Allentown 
(Pa.)  Morning  Call,  GMA  is  concentrat¬ 
ing  on  ensuring  the  Bundler  can  handle 
product  moving  off  the  inserter.  “But  the 
goal  is  to  work  straight  off  the  press,” 
Seidel  says. 

It’s  still  unclear,  GMA  says,  whether 
the  Bundler  will  be  ready  to  show  this 
summer  at  Nexpo.  But 
Craftsman  Newspaper 
Production  Systems  says 
it  will  definitely  show  its 
robotic  palletizer  and  cart 
loader  at  the  big  Las 
Vegas  equipment  show. 

Dayton,  Ohio-based 
Craftsman  is  the  North 
American  marketer  for 
Schur  Packaging  System, 
the  Danish  company  that 
developed  the  palletizer/ 
cart  loader  under  its 
Thorsted  Maskiner  and 
Windab  brand  names. 

Winrob  is  the  name  given  to  the  ma¬ 
chine  that  combines  robotic  palletizing 
and  cart  loading  functions  while  also  pro¬ 
viding  an  option  for  sheetwrapping.  The 
palletizer/cart  loader  by  itself  has  a  16- 
by- 16-foot  footprint,  but  adding  the  low- 
erator  device  for  sheetwrapping  requires 
moving  back  approximately  20  feet  from 
the  tie-line,  says  Craftsman  vice  president 
Roger  S.  Miller. 


Like  the  Bundler,  Winrob  runs  its  com¬ 
ponents  from  servo  motors.  And  Just  as 
the  Bundler  is  designed  to  run  without 
compensating  bundles,  Winrob  eliminates 
the  need  for  a  slowing  mechanism  while 
assembling  bundles  for  pallet  loading  and 
for  a  buffer  while  sheetwrapping. 

“The  pallet  is  always  stationary.  We 
raise  and  lower  the  infeed  to  adjust  the 
height  to  the  size  of  the  bundles  on  the 
pallets,”  Miller  says. 

“The  palletizer  is  also 
independent  from  the 
stretch-film  wrapper,  .so 
no  buffer  is  needed.” 

Winrob  can  handle 
unstrapped  as  well  as 
strapped  bundles  with  a 
variation  of  one  inch  in 
height  between  individ¬ 
ual  bundles  and  a  maxi¬ 
mum  stacking  height  of 
six  feet.  Pallets  are  fed 
from  a  cassette  that 
holds  15  pallets.  Bundle 
orientation  and  other 
controls  are  handled  by  an  Allen  Bradley 
programmable  logic  controller  (PLC)  run¬ 
ning  on  Windows  NT.  The  machine  fea¬ 
tures  an  automatic  slipsheet  feeder. 

Bundles  are  assembled  on  pallets  with  a 
vertical  and  horizontal  cycle  that  takes 
about  seven  .seconds  to  complete.  The  pal¬ 
letizer  handles  35  bundles  per  minute, 
while  the  wrapper  can  wrap  70  pallets  per 
hour.  Miller  says.  Hi 


TMSI  ends  ’98 
with  heavy  sales 

Total  Mailroom  Systems  Inc.,  Middle- 
burg  Heights,  Ohio,  reported  heavier- 
than-expected  second-half  1998  sales  of 
its  Compass  180  stacker.  Navigator  belt- 
stream  conveyor,  reconditioned  Halt 
stackers,  and  stacking  and  bundle-distrib¬ 
ution  equipment. 

Navigator  conveyors  were  ordered  by 
the  Palladium-Item,  Richmond,  Ind.; 
Hawaii  Newspaper  Agency,  Honolulu; 
The  Valdosta  (Ga.)  Daily  Times',  Florence 
(S.C.)  Morning  News',  The  Chronicle- 
Journal,  Thunder  Bay,  Ontario;  and  The 
Journal  Times,  Racine,  Wis. 

Racine  (Lee  Enterprises),  Valdosta, 
Florence,  Thunder  Bay,  and  The  Adver¬ 
tiser,  Lafayette,  La.,  (all  Thomson  dailies) 
also  installed  Compass  stackers,  as  did 
Community  Newspapers  at  its  Framing¬ 
ham  and  Auburn,  Mass.,  sites;  Homestead 
Publishing,  Bel  Air,  Md.;  the  News- 
Gazette,  Champaign,  111.;  Western  Pub¬ 
lishing’s  Scottsbluff  Star  Herald  and  The 
North  Platte  Telegraph,  both  in  Nebraska; 
Gannett’s  Boston  Offset,  Norwood, 
Mass.;  and  Ottaway’s  Press-Republican, 
Plattsburgh.  N.Y. 

The  company  also  reported  sales  of  re¬ 
conditioned  stackers  to  eight  customers  and 
new  orders  for  stack  and  bundle-distribu¬ 
tion  equipment  from  13  dailies  and  another 
Gannett  commercial  print  site.  Hi 


“Thanksgiving  you 
could  not  walk 
through  the 
building.  We  had 
inserts  piled  up 
everywhere  — 
sometimes 
dangerously  high.” 

—  F.  Steve  Sumner,  president, 
Thomson  Newspapers’ 
Georgia  Group 


32 


EDITOR  a  PUBLISHER  /  JANUARY  23.  1999 


www.mediainfo.com 


Your  headlines  on  thousands 
of  personal  Weh  pages 


by  Steve  Outing 

Last  month,  GeoCities  and 
TheGlobe.com  made  simultaneous 
announcements  that  I  view  as  sig¬ 
nificant,  although  they  didn't  get  much 
play.  In  a  deal  with  iSyndicate  of  San 
Francisco,  the  two  largest  national  online 
community  sites  said  that  they  would  soon 
begin  to  allow  Web  users  who  create  free 
home  pages  on  their  sites  to  include  —  for 
free  —  headline  content  from  a  variety  of 
content  providers,  including  wire  services, 
print  publications'  Web  sites,  and  Internet 
news  services. 

The  idea,  which  will  be  implemented 
on  GeoCities  this  year  and  at  an  undeter¬ 
mined  time  on  TheGlobe.com,  is  that  indi¬ 
viduals  who  create  personal  or  hobby 
pages  will  be  able  to  include  professional 
content  on  their  pages.  The  high  school 
student  who  has  created  a  page  celebrat¬ 
ing  pop  star  Madonna  could  choose  to 
include  the  latest  headlines  and  photos 
from  The  Associated  Press  and  other 
entertainment  wire  services  linking  to  new 
stories  about  the  artist,  for  instance.  All  at 
no  charge. 

Content  included  in  this  service  and  to 
be  available  to  personal  Web  pages 
includes  headlines  for  top  news;  sports 
news;  financial  news;  the  day's  top  pho¬ 
tographs;  comic  strips;  weather  forecasts 
for  hundreds  of  cities;  and  syndicated 
columns. 

Not  all  of  the  free  Web  sites  created  on 
GeoCities  or  at  TheGlobe.com  are  just 
hobby  sites.  Numerous  one-person  pub¬ 
lishers  run  sites  that  are  commercial  enti¬ 
ties,  tiny  they  may  be.  Joe's  Madonna 
Worship  Page  conceivably  could  get  as 
much  traffic  —  indeed,  even  attract  some 
advertising  —  as  a  Madonna  fan  Web  site 
developed  by  the  star's  music  publisher. 
Joe  will  get  a  free  enhancement  to  his 
pages  once  the  service  is  fully  built  out, 
offering  the  Madonna  fans  who  visit  his 
page  a  helpful  directory  of  Madonna  in 
the  news.  (At  rollout  this  year,  GeoCities 
members  will  be  able  to  include  on  their 
sites  headline  feeds  from  various  content 
providers.  Later  in  the  service's  develop¬ 
ment,  they  will  be  able  to  offer  keyword 


headline  feeds,  such  as  Madonna  news.) 

According  to  Allison  Hartsoe,  co¬ 
founder  and  vice  president  of  production 
for  iSyndicate,  the  recent  deals  are  good 
news  for  content  publishers, 
quite  simply  because  they 
provide  additional  traffic  to 
their  content.  Joe's  page, 
from  the  example  above, 
will  carry  headlines  only, 
not  actual  news  stories  about 
Madonna.  Once  a  visitor  to 
Joe's  site  clicks  on  the  head¬ 
line,  "Madonna  Fires 
Another  Nanny,"  the  full 
story  will  come  up  in  a 
GeoCities-branded  environ¬ 
ment;  Joe's  local  page  branding  goes 
away. 

For  a  content  publisher,  let's  say 
Tabloid.net  (one  of  the  participants  in  the 
GeoCities/TheGlobe.com-style  deal),  it 
will  get  a  clickable  logo  on  top  of  the 
story  that  links  to  the  Tabloid  site.  "Joe's 
page"  users  who  click  through  on  the 
headlines  on  Joe's  page  are  exposed  to 
Tabloid  content,  perhaps  for  the  first  time, 
and  Tabloid  gets  a  new  potential  regular 
reader  of  its  overall  site. 

Hartsoe  explains  that  the  program  is 
funded  by  advertising,  so  it's  more  than 
just  a  way  to  drive  additional  traffic  to 
content  providers.  In  the  GeoCities  model, 
GeoCities  sells  and  places  an  ad  banner  on 
top  of  the  branded  news  pages,  and  keeps 
that  revenue;  iSyndicate  sells  ads  for 
another  ad  slot  on  those  GeoCities  news 
pages  (placed  to  the  side  of  the  news  arti¬ 
cles),  and  shares  half  of  those  revenues 
with  the  content  provider. 

For  the  wire  services  and  syndication 
companies  participating  in  the  program, 
the  motivation  is  a  bit  different  than  for 
other  content  providers.  The  AP  and  the 
syndicates  don't  want  or  need  consumer 
traffic  to  their  central  Web  sites,  but  rather 
view  this  as  an  opportunity  to  earn  rev¬ 
enue  from  advertising  attached  to  the  con¬ 
tent  they  own  or  promote. 

The  question  comes  up  in  examining 
this  model,  "Why  would  a  major  commer¬ 
cial  content  producer  want  to  have  its 
material  on  hundreds  or  thousands  of  per¬ 


sonal  Web  pages?"  The  answer,  says 
Hartsoe,  is  that  it's  beneficial  to  have  thou¬ 
sands  of  entry  points  to  your  site  rather 
than  demanding  that  every  reader  enter 
through  your  site's  home 
page.  "Wouldn't  you  rather 
have  100  gateways  to  your 
content  than  just  one?"  she 
says. 

Not  all  publishers  can 
bring  themselves  to  see  that 
point  of  view,  holding  on  to 
the  notion  of  wanting  com¬ 
plete  control  over  their  con¬ 
tent  —  even  their  headlines. 
Hartsoe  says  most  publish¬ 
ers  who  have  been  working 
and  doing  deals  in  the  Web  environment 
for  a  while  are  quickly  comfortable  with 
the  personal  Web  pages  model,  while  tra¬ 
ditional  publishers  remain  stand-offish. 

Most  content  providers  won't  make 
their  entire  news  feeds  available,  and 
Hartsoe  encourages  publishers  consider¬ 
ing  being  content  providers  in  the 
GeoCities-style  deals  to  choose  relevant 
content  on  topics  that  would  have  interest 
to  niche  audiences.  The  sports  Web  site 
might  provide  football  headlines  for  use 
on  fan  personal  pages;  the  health  news  site 
might  offer  headline  feeds  on  a  selection 
of  personal  health  topics  but  not  the  entire 
content  of  its  site,  for  example. 

The  current  list  of  participating  content 
providers  includes,  most  notably.  The  AP; 
Universal  Press  Syndicate  (for  comics  and 
columns);  United  Media  Features 
(comics);  Business  Wire  (press  releases); 
and  an  assortment  of  niche  news  Web  sites 
and  Internet  wire  services. 

Hartsoe  envisions  personal  Web  pages 
on  which  the  owner  might  be  interested  in 
providing  local  headlines  or  weather  fore¬ 
casts  about  the  town  where  they  live  now 
or  grew  up.  Imagine  an  individual's  page 
read  mostly  by  far-flung  family  members, 
in  which  local  news  headlines  are  includ¬ 
ed  and  seen  by  the  page's  readers,  who 
may  have  an  interest  because  of  family 
ties  or  because  they  used  to  live  in  the  city. 
Or  the  Green  Bay  Packers  zealot  who  on 
his  Packers  page  includes  headlines  from 
the  local  paper's  Packers  coverage.  Bl 
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11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo,com  •  michelea@mediainto.com 


FEATURES 

AVAILABLE 


ADVICE/HUMOR 


"The  Ann  Landers  for  people 
who  don't  wear  Depends” 

"Ask  The  Advice  Goddess,"  by  Amy 
Alkon,  is  o  hilarious  but  practical  new 
syndicated  column  picked  up  by  53 
papers  in  just  over  a  year.  In  alternative 
weeklies  and  weekend  entertainment 
sections  of  dailies. 

(3 1 0)  306-6 1 60  /  flame777 @aol.com 


_ ANTIQUES _ 

ONE  OF  AMERICA'S  Liveliest  weekly 
columns  just  happens  to  be  about  anti¬ 
ques.  www.antiquetalk.com 

ASTROLOGY 

Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


AUTOMOTIVE 

FEATURES  AVAILABLE 

WHEELS  101:  A  weekly  Q8A  on  the 

1  basics  of  buying,  leasing,  driving  and 
maintaining  new  and  used  cars, 
SUV's,  and  light  trucks.  Crain  News  I 
Service,  New  York:  Joe  Hanley,  (212)  j 
254-0890,  Fax  (212)  254-7646.  Chi¬ 
cago:  Melanie  Glover  (312)  649- 
5464,  Fax  (31 2)  397-5500. 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched  ; 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403-  j 
1 203  www.hanania.com  1 

SOMETIMES  OFF  THE  WALL  but 
always  on  target.  Tough  and  funny  com¬ 
mentary  from  CNF  at: 

www.cascnews.com 

CARTOONS 

FREELANCE  CARTOONS/ 

1  GRAPHIC  DESIGN 

[  Sample  toons  at  www.ecobb.com 

1  Call/E-mail  Big  Al:  (770)  937-0449 
bigalcartoons@mindspring.com 

INTERNET  &  TECHNOLOGY 

Technology  Fa  i  r.  Com 

See  the  Tech  News  Center  for  [ 

Tech  Editors  and  Journalists  ^ 

www.technologyfair.com  i 

ENTERTAINMENT 

MOVIE  REVIEWS 

“Hollywood  Behind  the  Scenes" 

1  Hook  readers  with  insider's  view  of 
j  what  stars  are  really  doing. 

!  Rotes  and  samples,  (800)  959-9977 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
^33,  Middletown,  NY  1 0941  ; 

(91 4)  692-4572  Fax  (91 4)  692-831 1 

PHOTOS 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  trcjvel  pictures. 
www.newsmakers.net 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Coll  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


Editor  &  Publisher: 

Your  communication  link  to 
the  newspaper  industry  every 
week  since  1884. 


ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGonn  &  Co. 

New  and  Old  Medio  projects/ ventures 
jmcgann@aug.com 
(904)  826-1335 

BUSINESS  OPPORTUNITIES 

BUSINESS  OPPORTUNITY 
NICHE  PUBLICATION 

Award  winning  Corolinos  based 
Senior  Publication  seeks  business  part¬ 
ners/entrepreneurs  for  expansion  in 
the  Southeast.  Openings  in  SC,  GA, 
FL,  TN,  KY,  MS,  VA,  AL,  and  LA.  Soles 
interest  o  must,  small  investment 
required,  could  be  interesting  to  exist¬ 
ing  publishing  company.  Call  Linda 
Scovill,  (91 9)  493-5900,  ext.  1 01 
E-mail  nc50plus@aol.com  or 
www.fiftyplus.com 


INVESTORS  WANTED 


ALTERNATIVE  NEWSWEEKLY  seeks 
startup  capital.  Largely  untapped 
Midwest  market  of  350,000.  Great 
return  on  investment.  (31 9)  322-2051 . 


NEWSPAPER  APPRAISERS 


24  HOURS  (51 6)  379-2797 
(727)  786-5930  Fox  (51 6)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Coll  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  BROKERS 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sole  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sole  or 
purchase  of  a  property,  you  should  coll 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. _ 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


DORAAAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Please  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


Confidential  Appraisal  for 
I  Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 

For  a  listing  of 
publications  for  sale,  go  to 
www.crlbb.com 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  emait;Jcribb@imt.net 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
5196  Benito,  #1 1 ,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #11,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  --  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  References 

(214)  265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 


NEWSTEC 

.4  (msoRs.HmGFMyr  corns’) 

Dedicated  to  Mailroom  Equip¬ 
ment,  Service,  and  Installation 

Specializing  in  Remanufactured 
SLS  and  Heidelberg  Inserters 
and  Spare  Parts 

Complete  Mailroom  Systems 

Skip  Connors  Terry  Connors 
Executive  VP  Director  of  Sales 

(508)  850-7945 
Fax  (508)  850-7951 
www.newstec.com 


NEWSPAPERS  FOR  SALE 


CURRENT  USTINGS 
GOTO 
cribb.com 


KANSAS  twin  weeklies  grossing 
$500,000  with  nice  profit.  Wholesome 
area  for  family.  Easy  terms. 

Rickenbacher  Media,  (214)  265-9300 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)  476-3950 


SOLID  growing  Texas  weekly,  5,900 
paid  circulation.  Revenue  $450,000. 
Priced  to  sell  on  attractive  terms. 
Rickenbacher  Media,  (214)  265-9300 


TWICE  WEEKLY  in  Texas  fast  grov4h 
area  with  4,400  paid  circulation. 
Dynamic  market.  Revenue  $460,000. 
Tremendous  potential.  Terms. 

Rickenbacher  Media 
(214)  265-9300 


VERY  PROFITABLE  Virginia  weekly  serv¬ 
ing  historic  area  with  6,500  paid 
circulation.  Revenue  $390,000. 
Rickenbacher  Media,  (21 4)  265-9300 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  fo  purchase 
Black  weekly  newspapers.  Confi¬ 
dentiality  maintained.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201. 


PUBUCAnONS  FOR  SALE 

ARTS  &  ENTERTAINMENT  monthly  | 
magazine  in  southern  Oregon,  10  | 
years  in  business.  Urgent,  must  sell.  | 
We  are  currently  breaking  even,  but 
the  business  has  excellent  potential  for 
growth.  Asking  $45K.  Call  George  at 
(541)482-2037.  Or  E-mail  at: 
gazette@opendoor.com 

Serious  inquiries  only. 


PUBUCATIONS  FOR  SALE 

CARIBBEAN  BASED 
PUBUSHING  COMPANY  FOR  SALE 

Profitable,  reputable,  well  established 
publisher  of  annual  visitor  publica¬ 
tions.  Annual  turnover  in  excess  of 
US  $500,000.  High  profit  return,  low 
bad  debt,  considerable  pre-payment 
,  levels.  Inquiries  to  Box  08737,  Editor  & 
I  Publisher. 


PUBLICATIONS  FOR  SALE 

I  MULTI-FACETED  PUBLISHING  business 
j  including  established  monthly,  quarterly 
1  tabloids  servicing  community/resort 
j  market.  Profitable  prepress  business. 

I  Located  in  growing  but  still  rural  area  of 
I  beautiful  western  Virginia.  Perfect  for 
husband/ wife  or  semi-retired. 

Coll  (540)  249-5579 

iFAXod  to  ♦212  4929 ♦12591 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


MAILROOM 


1 372  NEWSPAPER  INSERTING 
MACHINE.  Completely  refurbished  by 
AM  grophics.  Never  installed  since 
refurbish.  Still  in  crates. 

Call  Bill  Kanipe  (770)  428-5817 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


_ MAILROOM _ 

ALL  A4AILROOM  EQUIPMENT 
MUaER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.cam 
E-mail:  dkgeorge@midamerica- 
graphics.com 


_ PRESSES _ 

6  UNIT  COLOR  King  Press  with  5  roll 
stands  and  Heavy  Duty  folder.  30HP 
Drive  and  Motor. 

Ed  Wozney  or  Kyle  Osteen 
(803)775-6331 


j  _ PRESSES _ 

{  8/u  1973  GOSS  COMMUNITY  w/2 
I  SC  folders  &  upper  former.  Can  be 
j  sold  complete  (S250,000  negotioble) 
or  as  two  separate  presses. 

_ Call  (913)648-2000 _ 

METRO,  URBANITE,  COMMUNITY, 

!  SC,  SSC,  MAN  4/2  presses.  AL  TABER 
j  (770)  552-1528  Fax  (770)  552-2669 

i  OFFERED  FOR  SALE: 

10-unit  Goss  Urbanite  U-800  series 
ress  (5  floor  units,  5  stacked)  with 
rbanite  and  suburban  folders, 
rollstonds,  3-color  unit;  folder,  and 
press  drives.  Tel:  (941 )  561  -6401 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 


WE  ACCEPT 

MASTERCARD/VISA/AMERICAN  EXPRESS 
CHECKS  FOR  CLASSIFIED  ADS 


WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (8 16)  887-2762. 

WWW. midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher Arimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  IrK. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 
(770)428-5817 
Fox  (770)  590-7267 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  AD  TO  CALL 

For  Pre  &  Auto-Poy  Subscriptions 
CIRCULATION  SERVICES,  INC. 
Fort  Collins,  Colorado 
We  convert  Non-Pay  Stops 
To  Pre-Poid  Subscribers 
Andy  Orr  (888)  343-0470 


1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 

(800)247-2338 
www.ci  rculation .  net 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 


Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


AVAILABLE  NOWI  Database  Market¬ 
ing  Project  ending.  Averaged  700 
orders  with  1 2%  charge-back  factor. 
Completely  Automated  Environment. 
Excellent  references.  Call  Fred  Dick 
TODAY  to  activate  all  or  part  of  these 
man-hours  for  you  Tomorrow. 

The  “CPR  Group",  (800)  320-382 1 


Everyone,  without  exception,  is  search¬ 
ing  for  happiness 

Blaise  Pascal 


CIRCULATION  SERVICES 

CIRCULATION  MARKETING  GROUP  ! 

Specializing  in  on-site  and  long  I 

distance  telemarketing  since  1 989.  I 

Call  Cherry  Coleman  (91 2)  336-2700  j 

HEADUNE  PROMOTIONS,  INC.  I 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet  { 

your  circulation  needs.  | 

Every  subscription  guaranteed.  | 

RATES  BASED  ON  RESULTS  | 

Dennis  McQuillan  | 

(800)  260-9823  | 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 


PRO  'ITARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

FAX  your  ad  to 
212  4929  ♦1259 


CIRCULATION  SERVICES 

RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jocqui  Te^k,  Denise  Zagnoli 
(800)  6/1  -1 230  mpborton@aol.com 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Can  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://wnivw.fakebrains.com 

PRESSROOM  SERVICES 

STA-CUFF  ELECTRIC 

Press  Drive  System 

•Repair 

•Repower 

•Preventative  Maintenance 
•International  Capability 

(717)741-4145  24  hours 


NEWSPAPER  EXECUTIVE  SEARCH 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Doily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 

_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 

NEWSPAPER  SALES  MAGIC 
Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  mon^  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(888)  747-2949www.magicm.com 

NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

m 

3 

“If  you're  attending  The  EdfP  Interactive  Newspaper 
Conference  and  woufd  like  to  meet,  call  me.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaas.com 
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HELP  WANTED 


_ ACADEMIC _ 

NEWSPAPER  ADVISER 

Adviser  for  Colorado  Stole  University's 
student  newspaper,  the  Rocky  Moun¬ 
tain  Collegian.  Duties  include:  advising 
operations,  ethics  and  responsibilities, 
staff  recruitment  and  retention, 
budgets,  and  encouraging  diversity  on 
staff  and  in  coverage.  Provides  lead¬ 
ership  and  journalism  training,  pre¬ 
pares  written  critiques  of  newspaper. 
Teaches  one  journalism  class  per 
semester  upon  request.  Qualifications: 
Master's  degree  in  journalism  or 
related  field,  three  years  progressively 
responsible  experience  in  professional 
newspaper  reporting  and  editing.  Prior 
experience  teaching  journalism  at  the 
university  level  and  advising  and  train¬ 
ing  at  a  university  or  college  newspa¬ 
per  helpful.  Salary  range:  $30,000- 
$40,000.  Applications  must  be 
postmarked  by  Feb.  20,  1999.  Submit 
cover  letter,  resume,  three  references, 
to  Newspaper  Adviser  Search  Commit¬ 
tee,  Student  Center  Box  1 3,  Colorado 
State  University,  Fart  Collins,  CO 
80523 

CSU  is  EEO/AA  Employer 


UNIVERSITY  STUDENT  NEWSPAPER 
ADVISOR/ADJUNQ  INSTRUaOR 

Iowa  State  University  seeks  a  highly 
experienced  journalist  to  serve  as  the 
newsroom  advisor  for  the  Iowa  State 
daily  student  newspaper  and  teach 
courses  in  the  Greenlee  School  of 
Journalism  and  Communicatian.  THREE 
YEAR  APPOINTMENT  WITH  POSSIBIUTY 
OF  RENEWAL.  Newsroom  advising 
duties  include  providing  advice  and 
support  to  the  newsroom  staff,  and 
conducting  a  critique  of  each  issue  of  the 
paper.  Duties  in  the  School  include 
teaching  appropriate  courses  depending 
on  the  incumbent's  area  of  expertise,  and 
engaging  in  student  advising  and  support 
activities  as  assigned,  such  as  business 
advising  for  student  magazines  and 
supervising  the  internship  program. 
Qualifications  -  Bachelor's  degree  and 
highly  distinguished  record  as  a  news¬ 
paper  journalist,  or  a  Master's  degree 
with  at  least  five  years  of  newsroom 
experience  at  a  leading  newspaper.  Prior 
teaching  experience  at  the  university  level 
is  preferred.  Salary  -  $40,000  minimum. 
Deadline  February  1 5, 1 999  or  until  posi¬ 
tion  is  Filled.  Send  letter  of  application, 
resume,  and  the  names  of  three  refer¬ 
ences  to,  James  Bachtell,  chair  of  search 
committee,  Iowa  State  Daily,  108 
Hamilton  Hall,  Iowa  State  University, 
Ames,  lA  50011-1180.  Phone  (515) 
294-41 20  Fax  (51 5)  294-4119 
E-mail:  bachtell@iastate.edu 


ACCOUNTING 


CONTROLLER 

Certified  Public  Accountant  with  a  min¬ 
imum  of  four  years  managerial  experi¬ 
ence  needed  for  7-day  morning  news¬ 
paper.  Responsible  for  monthly  finan¬ 
cial  closing,  managing  accounting 
personnel  and  procedures,  overseeing 
internal  cantrols,  preparation  and  com¬ 
pilation  of  actuals  versus  budgetary 
plan,  and  overseeing  the  AS400  com¬ 
puter  system.  Ability  to  be  organized, 
dedicated,  and  to  work  closely  with  all 
departments  is  essential.  Attractive 
salary  and  comprehensive  benefit 
package.  Reply  in  confidence  to  John 
Shields,  publisher.  The  Herald  News, 
207  Pocasset  Street,  Fall  River,  MA 
02722. 


_ ADMINISTRATIVE _ 

AD  DIREQOR/GENERAL  MANAGER 
I  Brehm  Communications,  Inc.,  has  an 
I  immediate  opening  for  a  general  man¬ 
ager  for  a  5-day  morning  daily  in 
;  Princeton,  IN  (circulation  6,000).  Will 
consider  an  advertising  manager  wish- 
I  ing  to  move  up  to  GM.  Advertising  skills 
I  a  must,  circulation  skills  a  plus.  The 
j  Princeton  Daily  Clarion  is  part  of  Brehm's 
Tri-State  Media  cluster,  which  also  in¬ 
cludes  Boonville,  IN  and  Mt.  Carmel, 
IL.  Princeton  is  also  home  to  a  new 
!  Toyota  plant.  Pay  package  in  the  $40's 
J  plus  profit-sharing  plan.  Join  a  grow- 
j  ing  company  that  affords  opportunity. 

I  Send  resume  and  cover  letter  to  Gen- 
,  eral  Manager,  BCI,  P.O.  Box  28429, 
San  Diego,  CA  92 1 98  or: 

E-mail  resume:  gblack@pdclarion.com 


BUSINESS  MAGAZINE  PUBLISHER 
Recent  promotion  due  to  corporate 
I  expansion  has  created  an  excellent 
j  opportunity  for  highly  motivated  busi- 
;  ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  sales  management  and 
have  broad  in-depth  knowledge  of  busi¬ 
ness  magazine  publishing.  Health  care 
industry  knowledge  a  plus.  Competitive 
salary  and  benefits  package  offered, 
j  Send  cover  letter  with  resume  and 
salary  requirements  to  Human 
Resources  Manager-EP/HCP,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987,  i 
!  Malibu,  CA  90265-8987.  Fax:  (310) 

!  31 7-0072.  www.miramar.com  EOE 


NEWSROOM  BUSINESS  MANAGER 

;  The  San  Francisco  Chronicle  newsroom 
I  has  an  immediate  apening  for  a  busi- 
i  ness  manager.  Responsibilities  include 
financial  oversight  of  the  newsroom,  con¬ 
trolling  costs  (including  establishing 
related  procedures),  authorizing  expen¬ 
ditures,  preparing  and  tracking  the 
i  editorial  budget,  preparing  depart- 
'  mental  monthly  financial  reports  and 
variance  narratives,  forecasting,  and 
supervising  accounts  payable  and 
payroll.  Position  requires  ability  to 
i  interact  and  communicate  clearly  with 
i  managers  and  employees,  strong  ana¬ 
lytical  and  interpersonal  skills,  attention 
to  detail,  and  proficiency  in  Excel  and 
;  Word.  PowerPoint  experience  useful, 
i  CPA  or  MBA  a  plus.  Three  to  five  years 
‘  of  experience  preferred.  Knowledge  of 
;  newsroom  operations  and  labor  rela¬ 
tions  helpful. 

;  Send  cover  letter,  resume,  salary 
requirements,  and  the  names  and  con¬ 
tact  numbers  of  three  references. 
Applications  lacking  any  of  the  preced- 
I  ing  will  not  be  considered.  Address 
material  to  Leslie  Guevarra,  acting 
director  of  Editorial  Hiring  and  Devel¬ 
opment,  San  Francisco  Chronicle,  901 
Mission  Street,  San  Francisca,  CA 
;  94103.  Fax:  (41 5)  495-3843. 

Deadline:  Applications  must  be 
postmarked  no  later  than  January  29, 
1999. 

No  phone  calls,  please 


_ ADMINISTRATIVE _ 

STANDING  STONE  MEDIA  INC. 
(OWNED  BY  THE  ONEIDA  INDIAN 
NATION,  ONE  OF  CENTRAL  NEW 
YORK  STATE'S  LARGEST  EMPLOYERS) 
SEEKS  TO  FILL  THE  FOLLOWING  NEW  ! 
j  POSITIONS:  ! 

NATIONAL  SALES  MANAGER 
National  Sales  Manager/ Advertising 
:  Director  needed  for  established  minor- 
I  ity  weekly  on  track  for  new  growth  and 
national  expansion.  New  owner  wants 
hands-on  manager  for  new  position:  a 
sales  pro  who  knows  how  to  open 
niches  and  markets.  Need  aggressive 
i  but  sensitive  professional  who  can 
I  build  a  national  revenue  base  and 
reputation  for  highly  regarded  and  | 
I  prominent  product.  Excellent  closer 
'  with  national  account  knowledge  and  | 
contacts,  a  proven  revenue  record,  will-  j 
ing  to  travel  the  country's  four  corners. 

1  Has  chance  for  excellent  salary  (com¬ 
mensurate  with  experience)  and  great 
:  benefits  package. 

BUSINESS  MANAGER 
Established,  respected  national  minor¬ 
ity  weekly  looking  for  business  man¬ 
ager  to  stay  on  top  of  daily  financial, 

I  advertising,  circulation,  purchasing, 

I  and  budget  operations,  as  well  as 
manage  some  staff  responsibilities  at 
headquarters  and  two  regional  offices. 
New  owner  wants  to  grow  and 
'  develop  national  profile  for  prominent, 
award-winning  publication  currently  at 
19,000  circulation.  All-around  astute 
business  pro  with  personnel  sensitivities 
needed  to  maintain  focus,  bottom  line, 
daily  business  flow.  Position  to  be 
based  in  Central  New  York  State,  with 
travel  to  other  corners  of  U.S.  for  two 
bureous.  Salary  commensurate  with 
qualifications,  experience  and  success 
record. 

Interested  candidates  should  send  a  let¬ 
ter  of  introduction,  resume  and  references 
to,  Oneida  Indian  Nation,  Human 
Resources  Department,  223  Genesee 
Street,  Oneida,  NY  13421,  or  fax  to 
(315)  361-6333.  Please  reference 
“Indian  Country  Todoy.” 

“Pursuant  to  Public  Law  93-638,  The 
Indian  self-determination  Act  and  the 
Indian  Civil  Rights  Act,  25  U.S.C. 
1301  preference  will  be  given  to 
qualified  Native  American  applicants.” 

CONTROLLER 

The  New  Haven  Register  needs  a  real 
;  pro  to  direct  G/L,  financial  reporting, 

]  A/R  and  payroll.  Reporting  directly 
■  to  CFO.  Accounting/finance  degree 
required,  but  more  important  is  your 
experience.  Can  you  handle  a  fast- 
paced,  multi-company  environment? 
Lotus  or  Excel  proficiency  a  must.  Show 
your  sense  of  urgency  by  faxing  or  E- 
mailing  your  resume.  Fax  (203)  789- 
5209  or  E-mail  rmanzi@aol.com 


ADMINISTRATIVE _ 

DIRECTOR  OF  COMMUNICATIONS 
for  national  association  located  in 
South  Florida.  Manage  association  com¬ 
munication  efforts.  Responsibilities  in¬ 
clude  publishing  and  editing  a  major 
national  magazine,  newsletter,  miscel¬ 
laneous  publications,  industry  and  asso¬ 
ciation  profiles  and  cammunications.  Also 
responsible  for  managing  several  staff 
positions.  Candidates  must  have  expe¬ 
rience  and  success  record  commensurate 
with  these  duties.  Reply  to  Box  08740, 
Editor  &  Publisher. 

ADVERTISING 

ADVERTISING  DIRECTOR  for  34,000 
circulation  weekly  newspaper.  You  will 
motivate  staff  of  seven  in  growth  and 
outdoor  area.  Fax  resume  to  KH,  (208) 
528-9824  or  mail  to  KH,  Idaho  Falls 
Free  Press,  Box  51473,  Idaho  Falls,  ID 
83405. 


ADVERTISING  MANAGER 
Daily  7-day  newspaper  in  Zone  1  is 
looking  for  an  organized  and  responsi¬ 
ble  individual  to  oversee  soles  depart¬ 
ment.  Responsibilities  include  deadlines, 
creating  new  promotions,  setting  goals, 
budget,  working  with  art  department. 
Excellent  salary  and  benefit  package. 
Send  resume  to  Box  08743,  Editor  & 
Publisher. 


ADVERTISING  SALES  AAANAGER 

Independent  group  of  paid  community 
weeklies  in  upscale  New  York  suburbs 
seeks  enthusiastic  leader  to  energize 
our  sales  team.  Hire,  train,  motivate 
and  SELL.  We  are  the  class  of  a 
crowded  field.  You  must  have  proven 
ability  to  make  us  stand  out  from  the 
crowdi  Top  salary,  401  (k)  and  MBOs. 
Send  resume  and  salary  history  to  Box 
08748,  Editor  &  Publisher.  Or  fax 
(212)367-9546. _ 

ADVERTISING  SALES  A4ANAGER 

The  Bay  City  Times,  in  Bay  City 
Michigan,  has  an  opening  (or  a  Retail 
Advertising  Sales  Manager.  If  you  are 
a  successful  sales  representative,  with  a 
proven  track  record  of  positive  news¬ 
paper  sales  results,  looking  to  take  the 
next  step  into  sales  management,  we 
have  the  opportunity  for  you.  The  ideal 
candidate  will  have  the  ability  to 
motivate,  train,  and  supervise  the  sales 
efforts  of  a  team  of  1 2  sales  represen¬ 
tatives.  Must  have  excellent  communi¬ 
cation  and  interpersonal  skills.  The  Bay 
City  Times,  a  Newhouse  newspaper, 
offers  excellent  salary  and  benefits.  For 
immediate  consideration,  please  send 
a  cover  letter  along  with  your  resume 
and  compensation  requirements  to: 

Mike  Gallagher 
Advertising  Director 
31 1  Fifth  Street,  Bay  City,  Ml  48708 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  for  following 
Saturday  issue 

j  Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 

I 
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HELP  WANTED 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 
(or  mid-sized  daily  in  Topeka,  KS.  Look¬ 
ing  for  someone  to  lead  our  aggressive 
sales  efforts  managing  special  promo¬ 
tions  to  meet  and  exceed  goals.  Will 
supervise  outside  soles  staff  and  inside 
sales  supervisor.  Applicants  should 
have  3-5  years  media  sales  experience 
with  some  management  background. 
We  offer  a  competitive  salary  with  com¬ 
missions  and  excellent  benefit  package 
with  profit  sharing.  Send  resume  and 
cover  letter  (listing  salary  requirements) 
to  Human  Resources,  The  Topeka  Capi¬ 
tal-Journal,  616  SE  Jefferson  Street, 
Topeka,  KS  66607  or  Fax  to: 

(785)  295-5637  or  E-mail  to; 
sandyo@cjnetworks.com  EOE 


CLASSIFIED  ADVERTISING  MANAGER 

The  Leaf-Chronicle,  a  Gannett  news¬ 
paper  in  Clarksville,  TN  (24,000  circ.), 
has  an  immediate  opening  for  an 
innovative,  success-oriented  individual 
with  a  proven  track  record  in  newspaper 
sales  and  management  to  lead  the 
classified  advertising  department.  Creat¬ 
ing  and  executing  initiatives  to  grow  top 
line  revenue  and  increase  market  share  in 
automotive  and  real  estate  are  a  must. 
Candidate's  strengths  should  include 
outside  sales  experience,  coaching, 
excellent  interpersonal/cammunicatians 
skills,  budgeting  and  product  devel¬ 
opment. 

We  offer  a  competitive  salary,  attractive 
bonus  incentives  and  a  comprehensive 
benefits  pockage  that  includes  a  strong 
401  (k)  plan. 

If  qualified,  please  send  resume  and 
salary  requirements  to  HR  Director,  The 
Leaf-Chronicle,  P.O.  Box  31029, 
Clarksville,  TN  37040  or  fax  to  (931) 
648-8001. 

EOE 


DISfW  ADVERTISING  A4ANAGER 

Nashville,  a  top  30  market  with  NHL 
and  NFL  teams,  has  an  opening  for  a 
Display  Advertising  Manager  at  The 
Tennessean.  Energetic  advertising 
executive  who  is  ready  to  lead  strong 
sales  team  into  the  21st  century  with 
creative  ideas  and  territory  devel¬ 
opment.  Display  Advertising  Manager 
is  responsible  for  46  retail,  national 
and  automotive  advertising  employees. 
Nashville  offers  excellent  lifestyle  at  a 
reasonable  cost  of  living.  The  Ten¬ 
nessean  offers  a  great  opportunity  in  a 
growth  market. 

Send  resume,  cover  letter  and  salary 
requirements  to: 

Gary  Wortel 
Advertising  Director 
The  Tennessean 
1 1 00  Broadway 
Nashville,  TN  37203 

Equal  Opportunity  Employer 


_ ADVERTISING _ 

DISPLAY  ADVERTISING  MANAGER 

Premier  Fairfield  county  newspaper,  with 
daily  circulation  of  41 ,500  and  Sunday 
53,600,  is  seeking  a  goal-oriented, 
dynamic  manager  vvha  is  looking  to  fine 
tune  a  sales  team,  make  your  mark  and 
prosper. 

The  major  purpose  of  this  position  is  to 
moximize  Retail,  National  and  Preprint 
advertising  revenues  for  SCNI. 

The  ideal  candidate  shauld  have  five 
years  of  supervisory  experience  and  at 
least  2-3  years  of  major  accounts  and 
sales  management  experience.  Display 
advertising  background  and  training 
experience  essential.  This  person 
should  be  able  to  motivate  a  staff  of 
approximately  1 5  people  which  includes 
account  executives,  managers  and  super¬ 
visors.  Must  be  able  to  display  strong 
leodership  skills  and  accountaoility  for 
their  staff.  Candidate  should  L>e  a  detail 
oriented  professional  with  outstanding 
interpersonal,  verbal  and  written  com¬ 
munication  skills,  and  hove  the  ability  to 
handle  personnel  matters. 

We  are  a  TIMES  MIRROR  company 
with  full  benefits,  401  (k),  competitive 
salary  and  bonus  structure.  Please  send 
your  resume,  cover  letter  and  salary 
requirements  to  Human  Resources 
Coordinator  S.  Penny,  The  Advocate/ 
Greenwich  Time,  75  Tresser  Blvd., 
Stamford,  CT  06901 . 


FRUSTRATED  AD  MANAGER?  Making 
all  the  sales  while  your  publisher 
mokes  all  the  money?  Solution:  Become 
the  publisher.  If  you're  currently  selling 
ads  for  a  monopoly  daily,  we'll  help 
you  to  become  local  publisher  of  THE 
AMERICAN,  the  prize-winning  free 
national  weekly  that  advertisers  love. 
Be  prepared  to  make  $200K-350K  a 
year.  No  start-up  fees  to  the  right  peo¬ 
ple.  Call  Hesh  Kestin,  Group  Publisher, 
(516)  288-4242 


RETAIL  ADVERTISING  MANAGER 
The  Albany  Herald,  the  premier  media 
in  Southwest  Georgia,  seeks  a  talented 
individual  to  lead  our  outstanding  sales 
team.  The  successful  candidate  will 
have  a  proven  track  record  with  local 
and  major  account  selling;  the  ability 
ta  train,  coach  and  motivate;  be  an 
excellent  communicator  with  an  upbeat 
management  style  and  an  innovative, 
strategic  thinker  who's  margin  con¬ 
scious  and  responsible  for  ouilding 
annual  prafit  plans.  We  offer  a  com¬ 
petitive  salary,  bonus  and  outstanding 
work  environment.  College  degree  a 
plus.  A  desire  to  succeed  and  a  commit¬ 
ment  to  excellence  is  required!  Pre¬ 
employment  drug  test  and  MVR  check 
are  required.  EOE 
To  apply  send  your  resume  to  Bob 
Geiger,  vice  president/marketing.  The 
Albany  Herald,  P.O.  ^x  48,  Albany, 
GA  31 702-0048. 

Fox  (91 2)  888-9394  E-mail: 
bobg@albanyherald.surfsouth.com 

loiiifiiiiiiiiiifflD 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 
The  Quincy  Herald-Whig,  a  25,000 
daily  and  30,000  Sunday  circulation, 
family  owned  newspaper  located  in 
Western  Illinois,  has  an  immediate 
opening  for  a  Retail  Advertising  Man¬ 
ager.  Qualified  candidates  must  hove: 
a  minimum  of  three  years  newstxsper 
advertising  experience;  the  ability  to 
manage,  train,  develop  and  mativate 
sales  staff;  the  ability  to  “think  outside 
the  box";  set  and  achieve  sales  goals; 
be  an  energetic  self-starter.  Strong  com¬ 
puter  skills  necessary.  A  college  degree 
is  preferred.  We  offer  a  competitive  com¬ 
pensation  and  benefit  package,  which 
includes  profit  sharing  and  401  (k).  If 
you  are  up  for  a  challenging  opportu¬ 
nity,  please  send  your  resume  to  The 
Quincy  Herald-Whig,  c/o  Mel  Evanoff, 
advertising  manager,  P.O.  Box  909, 
Quincy,  IL  62306-0909. 


RETAIL  SALES  MANAGER 
If  you  want  to  have  the  Cascade  Moun¬ 
tains  at  your  back  and  the  beautiful  Col¬ 
umbia  River  in  your  front  yard,  we 
may  be  the  place  you  are  looking  for. 
This  family  owned  paper  is  dedicated 
to  giving  you  the  freedom  to  succeed 
and  the  positive  environment  to  make  it 
work.  Send  your  resume  today.  Person¬ 
nel  Department,  The  Wenatchee  World, 
14  N.  Mission  Street,  Wenatchee,  WA 
98801  ar: 

Fox  (509)  662-541 3 


SEEKING  ENTHUSIASTIC  ADVERTIS¬ 
ING  professional  for  Advertising  Sales 
Manager.  Applicants  must  be  able  to 
lead,  train  and  motivate.  The  right 
person  will  be  sales  driven  with  the 
ability  to  oe  creative  and  innovative  in 
the  development  of  sales  promotions. 
Submit  a  letter  of  interest  and  resume 
to  Tammye  Mineo,  advertising  director 
Odessa  American,  222  E.  4th  Street, 
Odessa,  TX  ar  E-mail: 

TJMineo@link.freeclom.com 


THE  CAPE  COD  JOURNAL  seeks  tech¬ 
nology-savvy,  quick  thinkers  for  ad 
sales  department.  Sales  background  a 
must.  E-mail  resume  to  jobs@capecod.net 
or  fax: 

(508)420-5658 

ART/GRAPHICS 

EDITORIAL  ART  DIREaOR 

Unique  apportunity  to  lead  design 
efforts  with  nation's  largest  and  most 
prestigious  family  of  agricultural  pub¬ 
lications.  Oversee  design,  quality  and 
consistency  of  editorial  pages;  select 
photos  and  graphics;  manage  art 
department  staff  while  working  with  out¬ 
side  editorial  offices,  free-lance  phota- 
graphers  and  illustrators.  Must  have 
skills  in  PC-based  Photoshop,  Illustrator, 
Corel  and  Pagemaker  and  a  tharaugh 
knowledge  of  4/ C  print  process  to  interact 
with  printer/pressman  on  quality  issues 
and  press  checks.  Preferred  candidate  will 
have  Bachelor's  degree  in  Graphic  Arts 
and  5+  years  management  experience. 

Forward  resume,  with  cover  letter  stat¬ 
ing  salary  history,  to  Farm  Progress  Com¬ 
panies,  Attn:  H.R.,  191  S.  Gary,  Carol 
Stream,  IL601 88, 

Fax:  (630)  462-2321 
E-mail:  Bmoguinn@Farmprogress.com 

EOE 


_ ART/GRAPHICS _ 

■  MINIMUM  SIX  YEARS  experience 
managing  a  sizable  staff,  preferably 
newspaper.  Must  have  worked  with 
i  creative  assignment,  publishing  houses; 

developed  and  maintained  a  budget. 

I  Experience  with  interactive  technology 
I  a  plus;  knowledge  of  design  applica- 
I  tions,  extensive  awards  background. 

Apply  to  -  Ad  Creative/ AJC,  72  Marietta 
j  Street  N.W.,  Atlanta,  GA  30303.  Send 
!  six  non-returnable  designs  and  resume. 

!  Information  received  by  Februory  1  given 
I  preference. 

I  CIRCULATION 

I  ASSISTANT  CIRCULATION  DIREaOR 

Strong  local  paper  with  over  30,000 
circulation,  just  20  miles  north  of  the 
St.  Louis  area  is  seeking  an  experi¬ 
enced  professional  with  demonstrated 
marketing  and  leadership  skills.  Send 
resume  to  Steve  Fristoe,  circulation  direc¬ 
tor,  The  Telegraph,  1 1 1  East  Broadway, 
i  Alton,  IL  62002. _ 


CIRCULATION  DIREaOR 

Seven-day  AM  regional  newspaper  in 
Zone  2  seeks  experienced,  energetic, 
nuts-and-bolts  person  to  heod  circula¬ 
tion/distribution  operotions.  Our  empha¬ 
sis  is  on  home  delivery,  but  we're  increas¬ 
ing  our  focus  on  single  copy.  We  want 
someone  who's  as  comfortable  in  the  field 
j  as  he/she  is  at  the  computer.  We  expect  to 
j  grow  and  we  want  you  to  grow  with  us. 
j  Competitive  salary,  benefits  and  incentive 
i  program.  Reply  in  confidence  to  Box 
j  08741 ,  Editor  &  Publisher. 


I  CIRCULATION  DIREaOR 

I 

Daily  southeastern  Pennsylvania  local 
I  newspaper  is  seeking  an  energetic, 
I  experienced  circulation  director.  Excellent 
salary,  benefits,  401  (k)  and  advancement 
opportunities  for  the  right  hands-on 
candidate.  Reply  to  Box  08715,  Editor 
&  Publisher. 


I  CIRCULATION  DIREaOR:  The  Free 
!  Press,  an  award-winning  13,000 
circulation  doily,  seeks  a  Circulation 
i  Director  to  lead  us  into  a  new  era.  The 
!  successful  candidate  will  have  a  proven 
track  record  of  circulation  growth  and 
I  will  work  to  build  effective  marketing 
and  sales  campaigns.  Leadership, 
organizational  skills,  creativity  and 
goal-setting  abilities  a  must.  Send 
resume,  cover  letter  and  salary  require¬ 
ments  to  Vernon  L.  DeBolt,  publisher. 
The  Free  Press,  Box  129,  Kinston,  NC 
28502.  Fax:  (252)  527-8838. 

CIRCULATION  DIREaOR 
Zone  4  20,000  daily  with  nine 
weeklies,  seeks  experienced  person  to 
direct  all  sales  and  marketing  opera¬ 
tions.  Ability  to  convert  weeklies  from 
mail  delivery  to  joint  home  delivery 
i  with  doily. 

:  Knowledge  on  PBS  computer  system 
and  building  routers  by  zip  code 
j  necessary.  Good  people  skills  and 
1  ability  to  recruit  and  maintain  good 
DM's  and  carriers. 

Good  salary/benefit  package.  Resume 
!  and  salary  history  to  Box  08744, 
!  Editor  &  Publisher. 
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HELP  WANTED 


_ CIRCULATION _  : 

CIRCULATION  DIREaOR  | 

Rapidly  growing  group  looking  for  j 
circulation  director  in  North  Carolina,  i 
We're  interested  in  sameone  who  j 
understands  that  the  key  to  sales  is  start-  ' 
ing  with  high-level  customer  service. 
We're  a  9M,  Tuesday  through  Sunday 
AM  daily.  Paxton  Media  Group  is  our 
parent  company.  You  may  have  years 
of  experience,  or  are  looking  for  your 
first  opportunity  to  manage.  Great 
benefits  and  even  better  quality  of  life.  [ 
Please  send  your  qualifications  and  tell  j 
us  how  you  can  make  us  a  better  com¬ 
pany  to  Rick  Bean,  The  Daily  Dispatch,  j 
304  S.  Chestnut  Street,  Henderson,  NC  j 
27536.  I 


CIRCULATION  AAANAGER 
Daily  Newspaper  in  Zone  3  has 
immediate  opening  for  hands-on  man¬ 
ager  to  oversee  Circulation  Depart¬ 
ment.  Position  offers  competitive  salary 
plus  bonus  and  comprehensive  benefits 
package.  Send  resume  to: 

Circulation  Director 
P.O.Box  10129 
Lynchburg,  VA  24506 


CIRCULATION  MANAGER  IN  grow¬ 
ing,  suburban  market.  Innovative,  i 
aggressive  promotion  skills  required.  | 
Staff  of  16.  15,000  doily.  Send  resume  l 
to  David  Stringer,  Norman  Transcript,  j 
P.O.  Box  1 058,  Norman,  OK  73070.  I 

CIRCULATION  MANAGER  I 

Circulation  Manager  needed  to  ensure  I 
quality  service  to  home  delivered 
customers  for  established  mid-size 
Texas  daily.  Qualified  self-starter  will  | 
supervise  5  district  managers,  be  j 
responsible  for  increasing  daily  and  j 
Sunday  home  delivery,  and  collection  j 
of  revenue.  Solid  circulation  back¬ 
ground,  strong  work  ethic  and  ana-  | 
lytical  skills  required.  Supervisory  j 
experience  preferred.  Salary  plus  | 
bonus  i^tential  and  excellent  benefits. 
Send  resume,  cover  letter  with  salary 
requirements  to  Abilene  Reporter-  1 
News,  Human  Resources,  P.O.  Box  30,  I 
Abilene,  TX  79604.  Fax:  (915)  670- 
5270.  E-mail:  carterr@abinews.com 


CIRCULATION 

MARKETING  ASSISTANT 

Exceptional  hands-on  opportunity  to 
learn  just  about  oil  you  need  to  know 
to  get  started  in  magazine  circulation 
in  New  York.  The  Editor  &  Publisher 
Company  is  looking  for  a  sharp, 
detail-oriented  and  organized  CIRCU¬ 
LATION  MARKETING  ASSISTANT,  report-  1 
ing  to  the  Director  of  Circulation  Market¬ 
ing.  Position  is  responsible  for  direct 
mail  campaign  coordination,  back-end 
analysis,  ABC  statement  preparation  | 
and  circulation  nxxleling  support.  College 
degree  ond  PC  spreadsheet  skills  manda-  i 
tory.  FAX  resume  and  cover  letter  to 
DIREaOR  OF  CIRCULATION  MARKET¬ 
ING  (212)  691-6939.  You  must  include 
salary  history.  Or  E-mail:  I 

davidw@mediain(o.com 


_ CIRCULATION _ 

DISTRICT  MANAGERS  WANTED  for 
growing  circulation  department.  Home 
delivery  and  single  copy  districts  avail¬ 
able.  If  interested,  submit  resume, 
salary  expectations,  and  a  cover  letter 
explaining  why  you  are  our  candidate 
to  Circulation  Manager,  Sarasota 
Herald-Tribune,  801  S.  Tamiami  Trail 
Sarasota,  FL  34236. 


HOME  DELIVERY  MANAGER 

Zone  1  daily  newspaper  is  looking  for 
on  organized  and  responsible  individ¬ 
ual  to  oversee  home  delivery  in  the 
circulation  department.  This  is  a  perfect 
opportunity  for  a  District  Manager  seek¬ 
ing  the  next  career  step.  Responsibilities 
include  supervision  and  training  of  district 
manager  staff,  overseeing  collection 
efforts  and  promotion.  Excellent  salary 
and  Lienefit  package.  Send  resume  to  Box 
08742,  Editor  &  Publisher. 


HOME  DELIVERY  MANAGER 

Zone  8,  pushing  30,000  AM  daily 
seeking  results-oriented  professional  to 
manage  home  delivery,  with  opportu¬ 
nity  for  advancement.  The  ideal  candi¬ 
date  will  motivate  district  sales  man¬ 
agers  and  develop  marketing  plans. 
We  have  an  award-winning  newspa¬ 
per,  a  community  with  a  high  quality 
of  life  and  expect  exceptional  home 
delivery  service  and  follow  through. 
The  top  candidate  will  be  pro-active 
and  show  a  sense  of  urgency.  Excellent 
benefits,  bonuses.  Send  resume  and 
salary  history  to  Box  08745,  Editor  & 
Publisher. 


HOME  DELIVERY  MANAGER 

The  Aberdeen  American  News,  a 
1 8,000  daily  publication  in  South 
Dakota,  has  an  opening  for  a  home 
delivery  manager.  Position  reports 
directly  to  the  director  of  circulation 
and  packaging.  Duties  include  devel¬ 
oping  plans,  budgets  and  marketing 
strategies  to  grow  circulation  within 
our  primary  market.  Position  will  direct 
and  manage  home  delivery  and 
mailroom  personnel  to  achieve  goals  in 
customer  service.  Must  have  good 
communication,  organizational,  sales 
and  supervisary  skills.  If  yau  want  an 
opportunity  to  grow  with  a  Knight 
Ridder  company  contact  American 
News,  attn.  Human  Resaurces,  P.O. 
Box  4430,  Aberdeen,  SD  57402-4430 
or  E-mail  srozell@aberdeennews.com 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  Pl'BLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


_ CIRCULATION _ 

I  INSIDE  SALES  MANAGER 

The  Oregonian,  the  Northwest's  largest 
newspaper,  is  accepting  applications 
through  Feb  3,  1 999  for  the  position  of 
Inside  Sales  Manager.  Responsibilities 
include  leading  two  managers  and  25 
sales  reps  to  specified  goals,  design  of 
outt)ound  aquisition  and  retention  call¬ 
ing  campaigns,  and  assisting  in  plan¬ 
ning  and  budgeting  of  soles  strategy 
*  for  the  Circulation  Division.  College 
degree  and  prior  circulation  experi¬ 
ence  are  preferred.  Please  send 
I  resume,  references  and  salary  history 
to  -  The  Oregonian,  attn.  Human 
I  Resources,  1320  SW  Broadway, 
Portland,  OR  97201. 


THE  ST.  PETERSBURG  TIMES 
FLORIDA'S  BEST  NEWSPAPER 

Seeks  an  experienced  circulatar  for  the 
!  position  of  Deputy  Circulation  Director. 
You  will  report  directly  to  the  Circula¬ 
tion  Director  and  develop/implement 
strategic  direction  for  the  overall 
I  circulation  operation  with  particular 
I  focus  on  distribution,  transportation, 
I  fleet  and  facility  management. 

j  We  require  a  strong,  diverse  circula- 
j  tion  background.  Recent  experience  in 
distribution  center  management  is  pre¬ 
ferred.  If  yau  possess  natural  lead¬ 
ership,  creativity,  Ixsundless  energy 
and  initiative,  this  may  Ije  the  opportu- 
j  nity  for  you  to  join  a  nationally  recog- 
[  nized  newspaper  located  on  the  west 
I  coast  of  Florida. 

’  Salary  commensurate  with  experience. 

:  Competitive  benefit  package. 

Send  resume  with  salary  requirements 
via  fax:  (727)  893-8185,  by  E-mail 
resumes@sptimes.com  or  regulor  mail 
The  St.  Petersburg  Times,  Attn  -  Human 
Resources,  P.O.  Box  1 1 21 ,  St.  Petersburg, 
]  FL  33731. 

Equal  Opportunity  Employer 


I  _ EDITORIAL _ 

ASSISTANT  SPORTS  EDITOR 

We  are  looking  for  an  assistant  sports 
editor  for  our  award-winning  editorial 
I  staff.  A  qualified  candidate  will  possess 
I  two  to  three  years  of  experience  on  a 
I  sports  copy  desk,  strong  layout  and 
I  design  skills,  excellent  word  skills  and 
I  an  ability  to  work  flexible  hours. 
Knowledge  of  QuarkXPress,  Phatoshop 
and  Illustrator  are  also  beneficial.  We 
are  looking  for  someone  with  o  good 
attitude  and  creative  background  to 
come  in  and  spice  up  our  sports  sec- 
!  tion.  Qualified  candidates  also  will  get 
j  the  chance  to  write.  Send  resumes  to 
Antelope  Valley  Press,  Attn.  Personnel 
Department,  P.O.  Box  880,  Palmdale, 
CA  93590. 

Faith  is  to  believe  what  we  do  not  see; 
the  reward  of  this  faith  is  to  see  what  we 
believe 

Saint  Augustine 


_ EDITORIAL _ 

I  ASSISTANT  CITY  EDITOR 

[  The  Times-Picayune,  New  Orleans' 
j  Pulitzer  Prize-winning  daily,  seeks  a 
i  well  organized,  assertive  assistant  city 
I  desk  editor.  This  job  calls  for  strong  text¬ 
editing  and  staff  management  skills. 

[  A  great  opportunity  in  a  great  news¬ 
paper  town.  Send  resumes  and  clips  to 
Lynn  Cunningham,  assistant  to  the 
editor.  The  Times-Picayune,  3800 
Haward  Avenue,  New  Orleans,  LA 
70140. 

An  Equal  Opportunity  Employer 


I  ASSOCIATE  EDITORS 

,  New  Times  is  looking  for  associate 
I  editors  at  its  award-winning  weekly 
j  newspapers  in  Denver,  Miami,  and  Los 
j  Angeles. 

The  positions  require  fine  writing  and 
I  editing  skills  and  the  ability  to  help 
j  staffers  generate  strong  stories.  The 
I  interview  process  includes  an  extensive 
^  editing  test.  Applicants  for  Miami  and 
i  Los  Angeles  must  have  a  strong  back- 
I  ground  in  features,  film  and  the  arts. 

Denver  applicants  should  have  a  solid 
I  news  background. 

I 

[  Christine  Brennan 

j  Executive  Managing  Editor 

j  New  Times,  Inc. 

P.O.  Box  5970 

I  Denver,  CO  802 17 

I  No  phone  calls  or  E-mail,  please 


ASSOCIATE  EDITOR-NATIONAL  trade 
professional  magazine  seeks  skilled 
writer  for  6-person  editorial  team. 
Requires  five  years  reporting,  writing, 
editing,  proofing  experience.  Business 
background  helpful.  Some  travel.  Min¬ 
neapolis  area. 

(800)  328-4329  #471 9 


i  AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  work 
in  York,  PA  bureau,  covering  manu¬ 
facturing  and  real  estate.  2-5  years 
I  business  reporting  experience  required. 
I  Send  resume,  clips  to  Editor  Elizabeth 
;  Cummings,  Central  Penn  Business 
;  Journal,  409  S.  Second  Street,  Har- 
t  risburg,  PA  17104. 


BUSINESS  EDITOR  -  The  Oshkosh 
Northwestern  seeks  a  business  editor 
capable  of  breathing  new  life  into  our 
business  coverage  and  taking  a  lead 
role  in  launching  a  new  business  news 
product.  The  condidate  we  are  interest- 
;  ed  in  must  demonstrate  an  innovative 
I  approach  to  business  news  as  well  as 
ability  to  report  complex  issues  in  a 
j  concise  fashion.  2-3  years  business  writ¬ 
ing  experience  preferred.  The  North¬ 
western  is  a  28,000  circulation  news¬ 
paper  in  an  economically  thriving  loca¬ 
tion  .  Send  cover  letter  describing  how  you 
would  make  our  section  provocative, 
informative  and  essential  to  readers, 
resume,  salary  history  and  4-5  clips  to 
Stewart  Rieckman,  executive  editor, 
I  Oshkosh  Northwestern,  Box  2926, 
j  Oshkosh,  Wl  54901. 

EEO  Employer. 
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_ EDITORIAL _ 

BUSINESS  REPORTER 

We  need  a  business  reporter  who  con 
cover  o  diverse  county  for  a  growing 
43,000  AM  in  a  competitive  market 
between  Baltimore  and  Harrisburg. 
We  want  someone  willing  to  dig  into 
issues,  who  can  clearly  write  about 
them  and  juggle  daily  stories  with  proj- 
jects.  Beat  includes  retail  and 
manufacturing.  Salary  $23,166  to 
$34,710.  vifww.ydr.com  Resume/clips 
to  Business  Editor,  York  Daily  Record, 
P.O.  Box  1 51 22,  York,  PA  1 7405. 


CAN  YOU  DIG  up  the  facts,  then  turn 
them  into  stories  (not  just  copy)  that  tell 
readers  what  they  need  to  know?  If  you 
can,  you're  the  reporter  we  want.  If 
you  can't,  keep  your  clips.  Award¬ 
winning  16,000  daily  with  a  strong 
writing  and  investigative  history,  seeks 
reporters  who  want  to  create  high- 
quality  joutTKilism  that  matters  to  the  com¬ 
munity.  Experience  preferred,  but  out¬ 
standing  recent  graduates  with  drive 
encouraged  to  apply.  Send  resume 
and  clips  to  Box  08747,  Editor  &  Pub¬ 
lisher. 


CAN  YOU  UNRAVEL  a  big  city 
bureaucracy?  Fight  for  the  little  guy? 
Unearth  potholes  as  well  as  drug 
rings?  You  could  be  the  Urban  Warrior 
Columnist  for  a  major  metro  East  Coast 
daily  that  has  attitude,  freedom,  fun 
and  an  extremely  competitive  benefit 
and  salary  package.  Send  clips, 
resume  and  10  column  ideas  to  Box 
08733,  Editor  &  Publisher. 

CHICKEN  SOUP  for  the  Pet  Lover's 
Soul  was  1 998's  34th  bestselling  book! 
YOU  CAN  BE  PART  OF  THE  BESTSELL¬ 
ING  CHICKEN  SOUP  SERIES  IN  1 999! 
Send  us  your  true  stories  about  pets 
and  people  that  will  uplift,  inspire  or 
entertain  and  be  published  in  Chicken 
Soup  for  the  Pet  Lover's  Soul  IF”.  Pre¬ 
fer  600  words  -  1200  max.  WE  PAY 
GENEROUSLY  FOR  EACH  PIECE  PUB¬ 
LISHED  and  cantributors  have  a  short 
biography  in  the  back  of  the  book 
irKluding  contact  information.  For  details, 
go  to  www.petstory.com 

Fax  (51 5)  472-3720  or 
E-nrail:  ckline@lisco.com  or 
Send  to  Carol  Kline,  P.O.  Box  1262, 
Fairfield,  lA  52556.  Deadline  is  Feb¬ 
ruary  10,  1999.  Nan-exclusive  rights 
only.  No  returns. 

COPY  EDITOR  FOR  80K  doily/1  OOK 
Sunday  in  affluent  auto-industry  sub¬ 
urbs  of  Detroit.  Must  have  3  years 
daily  copy  editing  experience  on 
QuarkXPress.  Send  resume,  references, 
tear  sheets  to  Kenn  Jones,  news  editor. 
The  Oakland  Press,  Pontiac,  Ml 
48343. 

Desperation  is  a  feather  in  your  cap 


_ EDITORIAL _ 

COPY  EDITOR,  REPORTERS 

The  Stuart  News/Port  St.  Lucie  News, 
an  aggressive  40,000-t-  daily  (55,000 
in  season)  on  Florida's  sunny  southern 
Atlantic  coast,  is  expanding,  and  we're 
looking  for  some  top-notch  journalists 
to  join  our  award-winning  team. 

COPY  EDITOR  -  Seeking  true  word- 
smiths  who  have  a  passion  for  polish¬ 
ing  copy  and  a  flair  fo’r  headline  writ¬ 
ing.  Minimum  of  3  years'  copy  desk 
experience  on  a  daily  newspaper  pre¬ 
ferred.  Page  design  skills  and  pagination 
experience  are  a  plus. 

j  REPORTERS  -  Seeking  aggressive, 
energetic  reporters  to  scour  for  news  in 
our  highly  competitive  market.  At  least 
one  year  of  experience  is  preferred, 
but  we  will  consider  strong  entry-level 
candidates. 

Send  cover  letter,  resume,  clips  and 
references  to  Nan  Keck,  assistant 
managing  editor.  The  Stuart  News, 
1939  S.  Federal  Highway,  Stuart,  FL 
34994,  or  E-mail  to: 

keck@stuartnews.com  EOE  DFWP 

COPY  EDITOR:  Aggressive  copy  editor 
sought  for  Capital  city  daily.  Benefits 
include  great  location  near  Delaware 
beaches,  health  and  dental  coverage, 
401  (k),  generous  time  off  policy.  Send 
resume,  work  samples  to  Andrew 
West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903;  or  E-niKiil  to: 

_ owesl@newszop.com _ 

COPYEDITOR 

Copy  editor  needed  for  busy  five- 
person  copy  desk  on  this  20,000 
circulation  seven-day  newspaper  in 
Zone  3.  The  successful  candidate  will 
write  accurate  and  snappy  headlines, 
edit  local  and  wire  copy  and  will  be 
able  to  paginate  quickly  using  QuarkX¬ 
Press.  Located  close  to  several  major 
metro  areas.  Send  letter,  resume  and 
design  clips  to  Box  08730,  Editor  & 
Publisher. 

EDITOR  ENTREPRENEUR  -  Start-up  Cal¬ 
ifornia  hard  news  community  doily 
needs  ambitious  Editor  for  exciting 
opportunity.  Energetic,  passionate 
leader  needed  to  build  and  jazz  news 
team.  Excellent  hands-on  skills:  local 
news,  writing,  editing,  team-building, 
QuarkXPress.  Competitive  compensa¬ 
tion  with  equity  potential.  Strong 
career  path  potential.  E-mail  resume, 
salary  requirements: 

_ lee_ornold@earthlink.net _ 

EDITOR  SOUGHT  FOR  Super  Floral 
Magazine.  Oversees  tracking  and  cov¬ 
erage  of  floral/garden  industry. 
Coordinates  issue  assignments,  edits, 
selects  covers,  photography.  Bachelor's 
degree  in  Journalism,  2-3  years  mag¬ 
azine  and  managerial  experience 
required.  Resume  to  -  Vance  Publishing 
HR-SFE,  10901  W  84  Terrace,  Lenexa, 
KS  6621 4.  Fax  (91 3)  438-0765. 


WDRimEACE  & 
^EMPLOYMENT 

E&P  Help  Wanted  Classified  is  committed  to 
giving  our  clients  the  best  value  and  our  read¬ 
ers  the  best  opportunities! 

Every  month  Editor  &  Publisher  devotes  a 
special  editorial  section  to  workplace/employ¬ 
ment  issues  that  affect  both  employees  and 
human  resource  professionals  in  news  publish¬ 
ing. 

A  recruitment  advertisement  placed  in  this  sec¬ 
tion  draws  the  attention  of  candidates  that  may 
NOT  be  actively  job  hunting  and  puts  even 
more  emphasis  on  your  company  job  opportu¬ 
nity.  We  add  a  teaser  ad  (with  your  logo)  to  our 
classified  section  to  alert  job  hunters  to  the  fea¬ 
tured  section  AND  your  ad  copy  appears  on  our 
website. 

To  place  your  help  wanted  ad  in  any  of 
these  sections  contact 
Hazel  (212)  675-4380.  Ext.  171 
hazelp@mediainfo.com 
Michele  (212)  675-4380.  Ext.  173 
michelea@mediainfo.com 


Issue  Dates: 
FEBRUARY  20 
MARCH  20 
APRIL  17 
MAY  15 
JUNE  19 
JULY  17 


Space  Deadlines: 
FEBRUARY  10 
MARCH  10 
APRIL  7 
MAYS 
JUNE  9 
JULY  7 


www.mediainfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

EDITOR-IN-CHIEF  -  horsesmouth,  a 
NYC-based  financial  Internet  service, 
seeks  strong  leader  to  head  editorial 
team.  Senior  management,  strong  writ¬ 
ing  experience  a  must;  prefer  daily/ 
financial/Web  experience.  More  at 
www.horsesmouth.com  (jobs) 


EDITOR 

If  you're  burning  to  make  a  mark  on  a 
region  by  guiding  a  Pulitzer  Prize  win¬ 
ning  newsroom  in  its  role  as  watchdog 
with  a  sense  of  purpose  and  a  sense  of 
humor,  we'd  like  to  talk  to  you.  We're 
a  58,000  plus  circulation,  feisty  Zone 
2  tabloid  in  a  highly  competitive 
market.  Send  cover  letter,  salary  his¬ 
tory  and  references  to  Box  08746, 
Editor  &  Publisher. 


EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200-f  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  2001 6;  (703)  506-4400. 


ENTERTAINMENT  WRITER 

Energetic  entertainment  writer  sought 
by  50,000-circulation  Texas  AM.  Suc¬ 
cessful  candidate  will  have  interests 
matching  the  diversity  of  activity  in  this 
community  with  three  universities,  com¬ 
munity  theater,  museums,  art  galleries, 
symphony,  movie  houses  and  clubs. 
Strong  writing  essential;  design  experi¬ 
ence  a  plus.  Fresh,  new  ideas  needed. 
Send  resume,  samples,  references  to 
Editor  James  H.  Denley,  Abilene 
Reporter-News,  100  Cypress  Street, 
Abilene,  TX  79601. 

E-moil:  denleyj@obinews.com _ 

EXPERIENCED  HIGH-TECH  FREELAN¬ 
CERS  to  write  features  on  multiple 
topics  for  weekly  telecom  trade  maga¬ 
zine.  Competitive  pay.  Contact 
Features  Editor: 

m  ichael_hanley@i  ntertec .  com 


GOVERNMENT  REPORTER  AND 
photo  journalist  sought  at  six-day  daily 
in  Northwest  Arizona.  Good  pay, 
good  benefits.  Call  Editor  Sean 
McMahon  at  (520)  753-6397  Ext.  224 
or  fax  resume  to  (520)  753-5661 . 


HOME  AND  GARDEN 
WRITER  WITH  STYLE 

The  San  Diego  Union-Tribune  offers  a 
great  opportunity  for  a  writer  with  a 
passion  and  flair  for  home  and  garden 
writing.  The  ideal  candidate  is  in  tune 
with  Southern  California's  lifestyle  and 
unique  gardening  climate,  spots  design 
and  gardening  trends  before  the  mag¬ 
azines,  brings  indoor  and  outdoor 
environments  and  their  creators  to  life 
in  vivid,  detailed  stories,  and  is  an 
editor  experienced  in  motivating 
freelancers.  Apply,  with  clips  and 
resume,  to  Carl  Larsen,  Home/Garden 
Writer  Position,  The  San  Diego  Union- 
Tribune,  P.O.  Box  120191,  San  Diego, 
CA92112. 


_ EDITORIAL _ 

JOIN  MISSISSIPPI'S  BEST  Community 
Daily  as  a  copy  editor/page  designer. 
The  Natchez  Democrat  is  seeking  an 
1  eager,  talented  journalist  to  join  our 
!  team.  Excellent  opportunity  and  bene- 
[  fits  for  the  right  candidate.  Send 
I  resume/clips  to  Stacy  Graning,  editor, 
P.O.  Box  1447,  Natchez,  MS  39120 
or  fax  to  (601 )  442-731 5.  E-mail 
sgraning@natchezdemocrat.com 

JOIN  THE  RENAISSANCE  IN 
PASSAIC  COUNTY 

I  The  Herald  &  News,  a  50,000  daily  in 
'  northeastern  New  Jersey,  is  looking  for 
a  few  good  journalists.  If  you're  com¬ 
mitted  to  excellence  and  enterprise  in 
I  community  reporting,  the  Herald  & 

I  News  is  the  place  for  you.  We  prefer 
i  candidates  from  Zones  1  and  2,  but 
will  make  exceptions  for  exceptional 
;  people. 

!  WE  NEED: 

REPORTERS  (3):  Cover  the  waterfront 
in  a  county  with  landscapes  that  range 
from  the  gritty  urban  to  the  bucolic 
rural.  We  have  it  all.  We  need 
reporters  who  will  uncover  news  rather 
than  simply  covering  it.  Fluency  in 
Spanish  is  a  plus.  Send  your  resume 
and  clips  to  Yoni  Greenbaum,  city 
desk. 

ASSISTANT  NEWS  EDITOR:  Help  to 
,  lead  a  desk  committed  to  being  the 
j  best  in  the  business.  A  love  of  the  word 
-  and  experience  with  Word,  Excel 
and  QuarkXPress,  particularly  -  is  de 
riguer.  We  have  the  latest  and  the 
greatest  in  computer  systems  and  are 
fully  paginated.  We  expect  at  least 
,  three  years  of  experience.  Send  your 
resume  and  work  samples  to  Kathie 
;  Adams,  assistant  managing  editor. 

I  LIBRARIAN:  Be  the  keeper  of  our  institu- 
i  tional  -  and  electronic  -  memory,  be  our 
:  web  meister  and  be  the  leader  af  digital 
i  research  in  a  newsroom  dedicated  to 
computer  assisted  reporting  in  all  its 
manifestations.  You  must  be  a  cyber  pro  to 
win  this  position.  Send  resume  and  work 
samples  to  Jim  McGarvey,  editor. 

i  EDITORIAL  PAGE  EDITOR:  With  the 
editor  and  publisher,  you'll  set  the 
agenda  for  Passaic  and  southern 
Bergen  counties.  We're  looking  for  an 
:  activist  editor  who'll  be  a  presence  in 
I  our  communities  as  well  as  the 
j  newsroom's  finest  essayist.  Send  your 
I  resume  and  clips  to  Jim  McGarvey, 

I  editor. 

j  The  Herald  &  News 

988  Main  Avenue,  Passaic,  NJ  07055 


INTERNET  NEWS 
CORRESPONDENTS 

Internet  startup  run  by  experienced 
business  news  professionals  is  hiring 
part-time  correspondents  in  Seattle,  Los 
Angeles,  Denver,  Dallas,  Minneapolis, 
New  Orleans,  Chicago,  Detroit, 
Memphis,  New  York,  Boston,  Philadel- 
[  phia,  Atlanta  and  other  U  S.  cities.  We 
■  seek  aggressive  and  productive 
I  reporters  with  highest  journalistic  and 
ethical  standards  to  write  timely,  clear 
and  penetrating  spot  and  enterprise 
news  stories  on  business,  including  real 
estate.  If  you  think  you're  a  candidate, 
j  please  E-mail  to  vnews@ibm.net  a 
I  resume  and  letter  outlining  your 
j  qualifications  to  join  the  newswire  of 
!  the  future,  VertiNews.com 


I _ EDITORIAL _ 

I  “JOURNALISTS'  THEME  PARK" 

[  We're  looking  for  a  reporter  who  isn't 
intimidated  by  standoffish  officials  or 
'  complicated  databases.  We're  also 
looking  for  a  copy  editor  and  assistant 
[  city  editor  who  can  recognize  fat  in  a 
reporter's  copy  and  a  government's 
budget. 

We're  a  Knight  Ridder  daily  with  two 
IRE  awards  this  decade.  We're  not  by 
the  beach  or  boardwalk;  we're  just 
across  the  Mississippi  from  St.  Louis  - 
1 5  minutes  from  world-class  culture, 
entertainment  and  sports.  For  journalists 
who  crave  hard-hitting,  investigative 
news,  we're  the  gateway  to  1 A  bylines. 
We've  got  casinos,  urban  decay,  pollut¬ 
ing  industries  and  enough  lawyers  to 
fill  34  pages  in  the  phone  book.  The 
result  is  fertile  ground  for  great  stories. 
Interested?  Send  cover  letter,  clips  and 
resume  to  Gary  Dotson,  city  editor, 
Belleville  News-Democrat,  1 20  S. 
Illinois  Street,  Belleville,  IL  62220. 

MANAGING  EDITOR  -  If  challenge, 

:  opportunity  and  competition  light  your 
!  fire.  If  creating  a  productive  team 
I  atmosphere  gives  you  goose  bumps.  If 
community  journalism  is  your  mantra. 

\  You  may  be  our  managing  editor.  You 
■  will  direct  day  to  day  operations  of  a 
;  30-person  newsroom  with  an  eclectic 
mix  of  old  pros  and  neophytes,  ^ou 
will  connect  with  an  affluent  and 
sophisticated  community  that  includes 
Florida  and  national  leaders  in  busi¬ 
ness,  the  professions,  government, 
education  and  the  arts.  And  you  will 
publish  a  bright,  fresh  product  daily 
’  that  yells,  "This  is  Boca  Raton,  Florida!” 
Interested?  Contact  -  Michael  Martin, 
publisher.  The  Boca  Raton  News,  33 
S.E.  3rd  Street,  Boca  Raton,  FL  33432. 

MANAGING  EDITOR  -  Today's 
News-Herald  (Lake  Havasu  City,  AZ), 
a  12,(XX)  five-day ;  daily  in  popular 
resort/ recreation  area,  is  seeking  a 
versatile  newsroom  leader  with  solid 
experience  and  high  standards.  This 
position  is  responsible  for  day-to-day 
news  decisions  and  reports  to  the  pub- 
I  lisher.  Must  be  experienced  with  com¬ 
puter  design  tools  such  as  QuarkXPress 
and  Photoshop  and  have  pagination 
skills.  The  successful  applicant  will  have 
at  least  five  years  of  newspaper  expe¬ 
rience  and  three  years  in  a  newsroom 
I  management  position.  Compensation 
I  highly  competitive,  DOE.  Resume,  work 
i  product  samples  to  Michael  Quinn, 
publisher.  Today's  News-Herald,  2225 
W.  Acoma  Blvd.,  Lake  Havasu  City, 
AZ  86403.  E-mail: 

quinn@havasunews.com  EOE 


MANAGING  EDITOR,  REGULATION 

The  Cato  Institute  seeks  a  managing 
editor  for  Regulation,  its  quarterly 
magazine.  Duties  include  managing 
I  production  process,  advertising  and 
I  direct  mail,  working  with  editor  and 
j  designer,  some  copy  editing  and 
I  occasional  writing.  Valuable  qualities 
in  applicants  would  include  magazine 
!  experience,  writing  ability,  knowledge 
of  QuarkXPress  and  magazine  layout, 
knowledge  of  economics  and  commit¬ 
ment  to  free  markets.  Send  resume  to 
davidb@cato.org  or  David  Boaz,  Cato 
J  Institute,  1000  Massachusetts  Avenue 
I  NW,  Washington,  DC  2(XX)1 . 


EDITORIAL 

METRO  EDITOR 


The  Seattle  Times  seeks  a  high-energy, 
news-sawy  metro  editor  to  direct  its 
local  reporting  staff.  The  position  offers 
considerable  challenges  and  equal 
rewards.  The  Seattle  area  is  one  of  the 
nation's  most  dynamic  news  play¬ 
grounds,  and  is  confronting  a  dramatic 
array  of  social,  economic  and  political 
changes  inta  the  next  century.  The 
Times  is  an  award-winning  news  oper¬ 
ation  with  a  strong  ethic  in  investigative 
and  public-affair  reporting,  a  staff  of 
knowledgeable  veterans  and  hungry 
young  runners,  and  a  shared  ambition  to 
get  even  better.  It  publishes  in  a  rare  and 
exciting  competitive  environment,  and  is 
committed  to  its  distinction  as  one  of  the 
nation's  last  large  family-owned  news¬ 
papers.  The  metro  editor  will  have 
primary  responsibility  for  the  smooth, 
quick  and  creative  running  of  the  news¬ 
room's  core  department,  and  will  be  a 
chief  liaison  to  the  news  desk,  photo  and 
graphics,  and  the  other  newsgathering 
staffs.  The  person  will  work  with  a  team  of 
assigning  editors  to  sharpen  the  daily 
news  report,  to  pursue  smart  enterprise 
stories  off  the  news  and  to  bring  more 
edge  to  our  beat  coverage.  Candidates 
must  have  proven  skills  at  judging  news 
and  motivating  people  in  a  successful 
daily  news  operation.  Please  send 
resume,  samples  of  breaking-news  and 
enterprise  coverage,  and  cover  letter 
summarizing  strengths  and  news  phi¬ 
losophy  to  PATRICIA  FOOTE,  AME/ 
HIRING,  THE  SEAHLE  TIMES,  P.O. 
BOX  70,  SEAmE,WA98111. _ 


METRO  EDITOR 


The  Daily  Journal,  Kankakee,  Illinois,  is 
seeking  a  hands-on  Metro  Editor  with 
a  passion  for  community  journalism 
and  experience  in  news  leadership 
which  can  help  us  grow  this  30,000 
evening  daily  located  in  beautiful  farm 
country  60  miles  south  of  Chicago. 
Will  supervise  a  staff  of  six  covering 
three  contiguous  cities. 


Candidates  should  be  team  players, 
with  good  editing  and  supervisory 
skills.  Pagination  ability  would  be  a 
plus.  Journalism  or  English  degree  pre¬ 
ferred. 


Send  letter  of  application  and  resume 
to: 


Phil  Angelo 
Managing  Editor 
The  Daily  Journal 
8  Dearborn  Square 
Kankakee,  IL  60901 


Application  deadline: 
February  1 5, 1 999 


NEWS  EDITOR 

The  Durango  Herald  seeks  a  news 
editor  to  design  and  execute  Page  1, 
oversee  copyediting  and  pagination 
throughout  the  paper,  and  direct  a  six- 
person  news  desk.  The  job  requires 
,  strong  news  judgment,  creative  page 
!  design  and  headline  writing,  mastery 
I  of  newswriting  style  and  grammar,  the 
j  ability  to  supervise  and  teach  sub- 
j  ordinates,  and  the  ability  to  build 
1  pages  in  QuarkXPress.  See  our  Web 
siteatwww.durangoherald.com 
Please  send  letter,  resume  and  work 
samples  to  David  Staats,  managing 
editor.  The  Durango  Herald,  P.O. 
Drawer  A,  Durango,  CO  8 1 302. 
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HELP  WANTED 


_ EDITORIAL _ 

NIGHT  CITY  EDITOR:  High  Point 
Enterprise,  a  32,000  morning  doil^  in 
the  Piedmont  Triad  of  North  Carolina, 
seeks  a  newsroom  veteran  with  strong 
communication  and  editing  skills  and 
journalism  instincts  to  serve  as  night 
city  editor.  The  successful  applicant  will 
need  to  be  able  to  supervise  a  12- 
person  reporting  staff  at  night  under 
deadline  pressure,  as  well  as  make 
critical  editorial  decisions  on  breaking 
news  as  far  as  content  and  story  place¬ 
ment.  The  applicant  must  be  able  to  do 
layout  at  least  twice  a  week  and  pref¬ 
erably  have  working  knowledge  of 
pagination.  Applicant  must  be  willing 
to  work  on  weekends  and  fill  in  for  city 
editor  as  needed. 

Send  inquiries  to: 

Ken  Irons,  Manoging  Editor 
High  Point  Enterprise 
210  Church  Avenue 
High  Point  NC  27262 
or  E-mail:  eaitorQhpe.com 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Houston,  San  Francisco  ana  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/raiting  music 
section,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
non-music  feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips 
to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times  Inc.,  P.O. 
Box  5970,  Denver,  CO  8021 7. 

No  calls  or  E-mail,  please 


REPORTER  NEEDED 

Hard-working,  enthusiastic,  enterpris¬ 
ing  reporter  needed  for  opening  at  this 
seven-day  morning  20,000  circulation 
newspaper  in  Zone  3.  One  to  three 
years  experience  preferred.  Salary 
range  commensurate  with  experience 
level.  Growing  rural/suburban  area 
close  to  several  major  cities  and  the 
nation's  capital.  Send  resume  and  clips 
to  Box  08729,  Editor  &  Publisher. 


REPORTER  WANTED 
Get  your  start  here.  General  assign¬ 
ment  reporter  needed  for  5,500 
Northeastern  Colorado  daily  newspa¬ 
per.  Will  consider  recent  journalism 
graduates.  If  interested,  send  resume, 
salary  requirements  and  five  clips  to: 

Todd  Hepler,  editor 
Journal-Advocate 
P.O.  Box  1272 
Steding,  CO  80751 
Phone  1^0)  522-1990 
Fax  (970)  522-2320 
E-moil  sioumalQjoumal-advocate.com 

REPORTER  -  The  Jewish  State,  inde¬ 
pendent  community  weekly,  seeks  self¬ 
starter  with  knowledge  of  Jewish 
affairs.  Resume,  5  clips,  references, 
TJS,  Suite  203,  320  Raritan  Avenue, 
Highland  Park,  NJ  08904. _ 


REPORTER/COPY  EDITOR  wanted  for 
top  small  daily  in  Southwest.  Good 
opportunity  for  recent  graduates  or 
those  with  a  little  experience.  Send 
resume,  letter  to  rkfosterQcaverns.com 
or  mail  Editor,  P.O.  Box  1629, 
CaHsbad,NM  88221. 


_ EDITORIAL _ 

REPORTER 

Century-old  Queens  (NYC)  News¬ 
weekly  seeks  experienced  stringer  for 
evening  coverage  of  community  meet¬ 
ings  and  events.  Photographic  skills 
preferred.  Pay  commensurate  with 
experience.  Resume,  clips  and  cover  let¬ 
ter  to  Times  Newsweekly,  Editorial 
Department,  P.O.  Box  299,  Ridge- 
wolxl,  NY  1 1 386  or 

Fax  (71 8)  456-01 20 


REPORTER 

The  Charleston  (WV)  Gazette  has  an 
opening  for  a  business  editor  and 
writer.  We're  looking  for  on  editor  with 
ideas  and  initiative  who  can  oversee 
and  write  for  two  weekly  business  sec¬ 
tions  plus  daily  coverage.  Experience  is 
a  plus.  The  Gazette  is  West  Virginia's 
largest  newspaper  with  a  52,000  daily 
circulation,  101,000  Sunday.  We're  a 
morning  newspaper  in  the  state  capi¬ 
tal.  Send  your  resume  and  clips  to 
Rosalie  Earle,  managing  editor.  The 
Charleston  Gazette,  1001  Virginia 
Street  E,  Charleston,  WV  25304. 


REPORTER 

The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana's  Cajun  Country,  still  is  looking 
for  a  general  assignment  reporter  for 
our  7-day,  1 5,000  circulation,  award¬ 
winning  newspaper.  The  ideal  candi¬ 
date  will  have  strong  writing,  spelling 
and  grammar  skills  as  well  as  an 
intense  curiosity.  Send  cover  letter, 
resume  and  clips  to  Jim  Smith,  manag¬ 
ing  editor.  The  Daily  Iberian,  P.O.  Box 
9290,  New  Iberia,  LA  70562  or  fax  to 
(318)  367-9640  or  E-mail  to: 

dailyiberianQAISP.net 


REPORTER 

The  Vindicator,  a  90,000  PM  daily,  is 
looking  for  an  experienced,  seif  motivated 
reporter  to  tackle  the  highly  energized 
news  environment  of  northeast  Ohio.  If 
you've  got  solid  reporting  and  writing 
skills,  an  interest  in  data-  based  reporting 
and  a  knack  for  melding  words  with 
graphics  and  pictures,  send  cover  letter, 
I  resume  and  clips  to  Anthony  G.  Paglia, 
senior  regional  editor.  The  Vindicator, 
P.O.  Box  780,  Youngstown,  OH  44501  - 
0780. 

No  phone  calls,  please 


REPORTER 

We  need  a  great  business  reporter 
who  likes  to  dig  for  stories,  has  a  doc¬ 
umented  record  of  accuracy  and  fair¬ 
ness,  and  always  includes  the  people 
most  affected  by  the  story.  We  are  an 
independently  owned  daily  in  Amer¬ 
ica's  No.  1  small  city.  Required  -  col¬ 
lege  degree  or  equivalent,  prior  expe¬ 
rience.  Send  resume  with  references 
and  your  best  five  clips  to  Human 
Resources,  P.O.  Box  578,  Mount 
Vernon,  WA  98273. 


_ EDITORIAL _ 

ROOMTOVYRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco.  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriea  fact-h'nding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland  and  St.  Louis. 
New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  abdications 
(no  phone  calls  or  E-mail,  please)  lo: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 17 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well -developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


SENIOR  STAFF  WRITER  -  Fast  growing 
Internet  newswire  is  seeking  a  senior 
staff  writer.  The  Washington,  DC 
based  www.ConservativeNews.org  is 
an  aggressive  news  team  that  is  seek¬ 
ing  an  experienced,  energetic,  creative, 
conservative  reporter  for  our  1 00,000-t- 
daily  website.  Must  possess  excellent 
written  and  verbal  skills  and  the  ability  to 
handle  many  tasks  on  tight  deadlines. 
Will  also  be  responsible  for  some  editing 
and  story  assignments.  Sense  of  humor,  a 
plus.  Competitive  salary  with  excellent 
benefits.  Send  resume  and  clips  to 
Dorothea  Cooke,  managing  editor. 
Conservative  News  Service,  1 1 3  South 
West  Street,  Suite  200,  Alexandria,  VA 
22314,  (703)  683-9733  or  E-mail: 

_ dcookeQcnsnews.org _ 

SICK  OF  SNOW? 

Award-winning  30,000  daily  on  Flor¬ 
ida's  sunny  east  coast  seeks  talented 
team  players: 

COPY  DESK  CHIEF  -  3-t-  years 
supervisory  experience,  team  builder, 
able  to  meet  deadlines  for  fully 
paginated  QuarkXPress/PC  8-person 
universal  desk  with  high  design  stan¬ 
dards. 

COPY  EDITOR  -  good  design  and  work 
skills  vital,  pagination  experience  and 
interest  in  sports  a  plus. 

G.A.  REPORTER  -  1  -f  years  experience 
for  varied  beat  in  highly  competitive 
market. 

Resumes  and  work  samples  by  2/16/ 
99  to  A.  Westbury,  The  Tribune,  600 
Edwards  Road,  Fort  Pierce,  FL  34982. 
Check  us  out  at  www.stluciecounty.com 


_ EDITORIAL _ 

SPORTS  EDITOR  -  We  wont  a  new  one 
by  spring  training.  Local  news  is  our 
forte,  and  we  need  an  editor  who 
prizes  local  coverage,  centerpieces 
and  columns.  Supervisory  experience 
helpful.  Send  resume,  clips  and  your 
idea  of  a  good  sports  section  to  Larry 
Reisman,  editor.  The  Press  Journal, 
P.O.  Box  1268,  Vero  Beach,  FL 
32961. 


SPORTSWRITER 

The  Times  Publishing  Company  of  Erie, 
PA,  a  family-owned  company  that  pub¬ 
lishes  the  Morning  News,  Erie  Daily 
Times  and  Sunday  Times-News,  is 
searching  for  a  sportswriler. 

We're  looking  for  a  gifted  writer, 
someone  who  excels  at  finding  interest¬ 
ing  stories.  This  person  will  do  game 
stories,  features  and  profiles.  But  we 
also  want  somebody  who  brings  a 
fresh  viewpoint  about  sports  and  what 
they  mean  to  our  daily  lives.  We  want 
somebody  who's  not  bound  by  the 
limits  of  the  “typical”  sports,  but  is 
interested  in  telling  a  good  yarn  that 
will  sometimes  end  up  on  Page  One  or 
in  other  sections  of  our  newspapers. 

We'd  expect  the  successful  candidate 
to  have  extensive  experience  in  the 
kind  of  writing  we  want.  We'd  prefer  a 
Bachelor's  degree,  or  higher,  in  jour¬ 
nalism  or  a  related  field. 

We  offer  a  very  competitive  compensa¬ 
tion  package,  the  opportunity  to  hove 
a  creative  impact  on  our  newspapers, 
and  an  excellent  working  environment. 
If  you  love  words  on  the  printed  page 
and  love  to  write,  we  want  to  hear 
from  you. 

Send  us  a  letter  telling  us  why  you  are 
the  best  candidate.  Include  a  resume 
and  several  samples  of  your  best  work. 
Mail  this  to: 

Tony  Pasquale 
Administrative  Editor 
Times  Publishing  Company 
Times  Square 
205  W.  12th  Street 
Erie,  PA  16534 

(814)870-1712 


SPORTS  ENTERPRISE  REPORTER 

The  Quad-City  Times,  a  division  of  Lee 
Enterprises,  is  looking  for  a  Sports  Enter¬ 
prise  Reporter  who  is  an  innovative, 
versatile  writer  who  is  comfortable 
working  on  enterprise  and  serious  sports 
news.  Our  APSE  Top  1 0  Sunday  section  is 
looking  for  personality.  We  cover  every¬ 
thing  from  preps  to  pros  in  a  competitive 
market  two  and  a  half  hours  west  of 
Chicago.  Involves  travel  and  backup 
reporting  on  our  top  beats  (Big  Ten,  PGA, 
minor  league  baseball,  basketball  and 
hockey)  Interested?  Please  send  cover 
letter,  resume  and  five  exceptional  clips,  a 
column  or  two  and  three  fresh  enterprise 
ideas  to: 

Quod-City  Times 
Human  Resources  Department 
Attn:  Brian  Kollars,  sports  editor 
500  E.  Third  Street 
Davenport,  lA  52801 
EOE 
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HELP  WANTED 


_ EDITORIAL _ 

SUNDAY  EDITOR 

Work  with  a  talented,  dedicated  staff 
of  reporters,  editors,  graphic  support 
and  page  designers  directing  the  Sun¬ 
day  newspaper  of  The  Daily  Item,  an 
award-winning  30,000  circulation  com¬ 
munity  newspaper  in  scenic  central 
Pennsylvania.  This  position  requires 
meticulous  coordination,  an  ability  to 
work  with  creative  minds,  and  at  least 
5-10  years  supervisory  experience  in 
newsrooms  with  seasoned  news  judg¬ 
ment  and  editing  skills.  A  strong  news 
background  as  a  reporter  and  knowl¬ 
edge  of  desk  production  will  be 
helpful.  Send  cover  letter  explaining 
your  local  news  philosophy  and  man¬ 
agement  approach  by  February  1  to, 
Sunday  Editor  Search,  The  Daily  Item, 
200  Market  Street,  Sunbury,  PA 
1 7801 .  No  phone  calls,  please. 


THE  BULLETIN,  a  30,000  circulation 
daily  in  beautiful  Bend,  Oregon  is  look¬ 
ing  for  a  seasoned  reporter  to  cover 
government  and  public  policy  in  one  of 
the  Northwest's  fastest  growing,  most 
dynamic  areas.  We  need  a  thoughtful, 
aggressive  journalist  who  can  report 
beyond  the  city  council  docket  to  pro¬ 
duce  lively  enterprise  ond  investigative 
work.  Required  -  Ability  to  write  and 
think  clearly.  Helpful  -  Knowledge  of 
public  records  laws,  computer-assisted 
reporting  and  government  systems. 

The  Bulletin  is  a  growing,  family- 
owned  newspaper  with  proud  tradi¬ 
tions  and  a  bright  future.  Our  employ¬ 
ees  earn  competitive  pay  and  benefits 
and  get  to  live  in  a  year-round  recrea¬ 
tion  paradise.  Apply  by  February  5  to, 
Scott  Maben,  city  editor.  The  Bulletin, 
1526  NW  Hill  Street,  Bend,  OR 
97701 .  Drug  screening  required. 


THE  DULUTH  NEWS-TRIBUNE,  an 
award-winning,  Knight  Ridder  news¬ 
paper  on  the  shores  of  Lake  Superior 
that  serves  northwestern  Wisconsin 
and  northern  Minnesota  with  daily 
readership  of  over  1 28,000  people,  is 
looking  for  the  following  professionals 
to  join  our  team: 

EXECUTIVE  NEWS  &  PRESENTATION 
EDITOR  -  Principal  duties  include 
supervising  copy  and  design  desks  and 
artists;  planning  Sunday  papers  and 
acting  as  Sunday  editor;  working  as 
slot  editor  as  required;  and  raising  the 
paper's  standards  for  copy  editing, 
headline  writing  and  presentation. 
Send  resume,  work  samples  that 
demonstrate  your  skills  and  anything 
else  that  you  think  pertinent  to  David 
Holwerk,  Mitor. 

COPY  EDITOR  -  Principal  duties 
include  deciding  wire  content,  giving 
readers  in-depth  stories  and  news  they 
can  use  to  make  a  difference  in  their 
lives.  Also  must  write  great  headlines, 
tightly  edit  wire  and  staff  copy,  design 
reader-friendly  pages  and  show 
enthusiasm  for  new  challenges.  Send 
resume,  headline  and  editing  clips, 
pxage  layouts  and  at  least  four 
references  to  Karron  Skog,  team 
leader. 

Duluth  News-Tribune,  424  West  First 
Street,  Duluth,  MN  55802. 


I _ EDITORIAL _ 

!  THE  DAILY  NEWS-RECORD,  a  32,000 
I  morning  daily  in  the  scenic  Shenan¬ 
doah  Valley  of  Virginia  is  seeking  an 
assistant  city  editor  and  a  general 
I  assignment  reporter.  The  ACE  condi- 
]  date  must  have  desk  experience, 
j  Knowledge  of  pagination  and  web 
I  Sites  would  be  helpful.  Reporter  candi- 
I  dates  must  have  at  least  2  years  expe- 
I  rience.  contact  Ken  Mink,  managing 
I  editor.  Daily  News-Record,  231  Liberty 
!  Street,  Harrisonburg,  VA  22801 . 

I  No  phone  colls,  please 


THE  EVANSVILLE  COURIER  &  PRESS  is 
a  brand-new  Indiana  newspaper  with 
a  150  year  tradition  (circ  74K  AM, 
107K  Sunday).  With  a  completely 
redesigned  and  energized  product, 
we're  looking  for  enthusiastic,  pro¬ 
fessional,  people-oriented  journalists 
with  fresh  ideas  to  embrace  positive 
change  and  editorial  improvement  to 
move  us  to  the  next  level. 

SPORTS  EDITOR  -  Need  aggressive 
shirt  sleeve  editor  to  lead  staff  of  ten  in 
covering  all  sports  for  both  genders 
with  a  focus  on  local  sports,  high 
school  and  college.  Must  be  skilled  in 
editing  and  layout  and  design.  Must 
have  minimum  of  five  years  writing/ 
editing  experience. 

[  BUSINESS  EDITOR  -  Need  aggressive 
I  business  type  with  interpersonal  skills 
to  develop  and  maintain  contact  within 
I  a  booming  local  business  environment 
{Toyota,  AK  Steel,  Bristol-Myers 
Squibb,  Whirlpool,  Alcoa,  General 
I  Electric).  Seeking  excellent  writing  and 
editing  skills  and  some  OPS  design 
I  skills.  Must  have  a  minimum  of  three 
I  years  business  writing/editing  experi¬ 
ence. 

ASSISTANT  METRO  EDITOR  -  Need 
seasoned  writer/editor  to  lead  a  staff 
af  18  reporters  to  enhance  a  com¬ 
pletely  redesigned,  all-new,  all-local 
section  of  our  newspaper.  Staff  com¬ 
prised  of  seasoned  veterans  and  eager 
newcomers. 

All  positions  offer  competitive  com¬ 
pensation  and  an  excellent  benefits 
package  to  include  flexible  benefits 
plan,  pension,  thrift  and  401  (k)  plans, 
stock  purchase,  and  more. 

I  Please  send  resume  in  confidence  to  J. 

I  Bruce  Baumann,  managing  editor, 
I  Evansville  Courier  &  Press,  P.O.  Box 
I  268,  Evansville,  IN  47702  or  E-mail  to 
jbruce@evansville.net 


THE  GREAT  FALLS  TRIBUNE,  a  34,000 
Gannett  daily  in  the  heart  of  Montana, 
seeks  a  reporter  to  join  its  12-person 
city  desk  team.  Please  send  cover  letter, 
resume  ond  nonreturnable  clips  to  Jim 
Strauss,  executive  editor.  Great  Falls 
Tribune,  P.O.  Box  5468,  Great  Falls, 
MT  59403. 


THE  HARTFORD  (CT)  COURANT  seeks 
two  assistant  bureau  chiefs  for  its 
network  of  suburban  bureaus.  Signifi¬ 
cant  reporting  experience  is  required, 
supervisory  experience  is  preferred. 
Provide  daily  oversight  of  reporters 
and  staff.  Apply  by  January  29  to 
Lynne  DeLucia,  State  Editor,  The 
Courant,  285  Broad  Street,  Hartford, 
a06115. 


_ EDITORIAL _ 

I  THE  JOPLIN  GLOBE,  a  36,000  com- 
I  bined  daily  circulation  newspaper  in 
j  the  heart  of  the  beautiful  Ozarks,  is 
!  looking  for  talented  journalists  for 
j  several  positions: 

I  'INVESTIGATIVE  REPORTER.  This  is  a 
j  full-time  investigative  position,  requiring 
courage,  a  zest  for  the  truth  and  a 
never-say-die  attitude.  Tenacity,  hard 
work  and  a  gut  for  the  facts  behind  the 
spin  are  more  essential  to  this  position 
than  experience.  We  are  looking  for 
someone  with  a  degree  in  journalism. 
Some  knowledge  of  computer-assisted 
reporting  is  helpful,  but  not  essential. 
•COMMUNITY  REPORTER.  We  are  look¬ 
ing  for  a  recent  journalism  graduate  who 
wants  to  work  hard,  have  fun  and  cover 
I  everything  from  murders  to  county  com- 
I  mission  meetings. 

•DESIGNER.  'We  need  a  talented  copy 
editor  who  knows  the  languoge,  cares 
about  the  “little  things"  and  can  put 
I  together  a  page  that  sings.  Recent  col- 
I  lege  graduates  are  encouraged  to 
apply. 

Please  send  resumes  and  five  work  sam- 
I  pies  to  Ed  Simpson,  editor.  The  Joplin 
j  Globe,  P.O.  Box  7,  Joplin,  MO  64802, 

!  or  E-mail  esimpson@joplinglobe.com 
[  The  Globe  is  a  part  of  the  Ottaway 
j  Newspaper  chain,  a  division  of  Dow 
Jones  Inc. 


THE  MIAMI  HERALD  seeks  experienced 
sports  copy  editors.  Five  years  at  a 
’00,000-plus  daily  preferred;  strong 
editing  and  a  creative  approach  are 
musts.  Send  resume  and  work  samples 
I  to  Ted  Green,  assistant  sports  editor,  1 
Herald  Plaza,  Miami,  FL  33132. 

E-mail  tgreen@herald.com 
!  orcall  (305)  376-4993 


THE  PULITZER-WINNING  Pt.  Reyes 
Light  needs  a  general  assignment 
reporter  (recent  J-School  grad  ok). 
Weekly  is  40  miles  north  of  San  Fran¬ 
cisco.  Send  resume  and  clips  to  Box 
2 1 0,  Point  Reyes  Station,  CA  94956  or 
Fax  to  (41 5)  663-8458 


1  THE  SEATTLE  TIMES  seeks  an  inventive 
1  lead  sports  designer  to  oversee  special 
I  sections  and  projects.  We're  looking 
I  for  someone  who  knows  sports,  can 
I  generate  ideas  and  has  a  creative 
j  spark.  Join  our  leadership  team  as  we 
upgrade  the  sports  section  with  more 
I  space  and  resources.  Three  years  of 
experience  required.  Send  resume  and 
[  5-10  samples  of  your  work,  including 
at  least  one  special  section  to  Cathy 
Henkel,  sports  editor.  The  Seattle 
Times,  1 1 20  John  Street,  Seattle,  WA 
98109-5321 .  Only  finalists  will  be  con¬ 
tacted.  EOE  m/f/h 


THE  SEDALIA  DEMOCRAT,  judged  the 
best  designed  paper  in  Missouri  in 
1 998,  has  openings  for  a  sports  editor, 
sportswriter,  reporter  and  copy  editor. 
Openings  in  16-person  newsroom 
result  from  staffers  moving  to  bigger 
papers.  This  1 3,000,  paginated  AM 
80  miles  from  Kansas  City  -  We  cover 
Chiefs  home  games  -  and  40  miles 
from  Lake  of  the  Ozarks,  is  a  good 
paper  getting  better.  Reply  with  Tetter 
saying  why  you're  right  for  the  job, 
resume  and  clips  to  Oliver  Wiest;  P.O. 
Box  848;  Sedalia,  MO  65302. 

(800)  892-7856 


_ EDITORIAL _ 

THE  TUSCALOOSA  NEWS,  a  40,000 
daily  owned  by  The  New  York  Times 
Co.  in  the  home  of  The  University  of 
Alabama  and  Mercedes-Benz  Interna¬ 
tional,  seeks  a  creative  features  editor 
with  excellent  organizational  skills.  The 
editor  should  be  able  to  direct  and 
motivate  staff;  plan  soundly;  produce 
alluring  section  fronts;  meet  deadlines; 
and  smile  through  it  all.  Strong  editing, 
computer  skills  a  must.  Salary  negotia¬ 
ble.  Please  send  a  resume  to  Bruce 
Giles,  executive  editor.  The  Tuscaloosa 
News,  P.O.  Box  20587,  Tuscaloosa, 
AL  35402. 


WASHINGTON,  DC  -  States  News 
Service  has  five  openings  for  reporters 
with  several  years  of  hord  news  cov¬ 
erage  experience.  Enterprise  reporting 
is  critical  for  our  desks  covering  the 
stake  of  the  states  in  the  capital. 

Please  apply  to  Editor,  States  News 
Service,  1 333  F  St.,  NW,  Washington, 
DC  20004.  (202)  628-3100. 

EOE 

www.states.com 
E-mail:  editor@states.com 


WIRE  EDITOR:  Be  involved  with  variety 
of  exciting  stories  unique  to  Alaska 
and  this  island  community,  and  select 
stories,  photographs  and  graphics 
from  around  the  world  through  The 
Associated  Press.  Design  and  paginate 
pages.  State-of-the-art  equipment.  3 
p.m.  to  midnight  hours.  Advancement 
opportunities  available  through  news¬ 
paper  and  its  TV  station.  Send  letter, 
resume  and  clips  to  Belinda  Chase, 
managing  editor,  Ketchikan  Daily 
News,  P.O.  Box  7900,  501  Dock 
Street,  Ketchikan,  Alaska  99901 . 


EMPLOYMENT  SERVICES 

LOOKING  FOR  WORK  or  a  better  posi¬ 
tion?  We  can  help  at  no  cost  to  you. 
Contact  Jerry  Turner  at  Paper  People, 
E-mail  jturner@mmind.net  or 
phone  or  Fax  (9 1 8)  542-886 1 


INFORAAATION  SYSTEMS 

SYSTEMS/COMPOSING  MANAGER 

Position  with  American  Publishing 
Company  requires  Macintosh  hardware, 
software,  operating  system  and  net- 
warking  experience,  proficiency  in  all 
composing,  editorial,  and  pagination 
software  related  to  newspaper  pro¬ 
duction.  strong  organizational  skills  and 
a  proven  ability  to  consistently  meet  daily 
deadlines.  Managerial  experience  is  a 
plus.  The  market  is  one  of  the  fastest 
growing  and  most  desirable  markets  in 
the  United  States  and  home  to  the  Univer¬ 
sity  of  Arkansos.  This  award  winning 
newspaper  is  experiencing  circulation 
growth  and  an  increase  in  its  advertising 
customer  base  due  to  the  influx  of  many 
new  national  advertisers.  Be  a  part  of  this 
excitement  and  live  in  the  glorious 
Ozarks!  Fax  or  mail  your  resume  with  a 
cover  letter  to  Nanci  Batson,  marketing 
director,  at  (501)  442-5477  or  at  the 
NORTHWEST  ARKANSAS  TIMES,  212 
N.  East  Avenue,  Fayetteville,  AR  72702. 
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HELP  WANTED 


_ MAILROOM _ 

MAILROOM  ASSISTANT  FOREAAAN 


An  excellent  opportunity  for  on  experi¬ 
enced  moilroom  supervisor  to  get  in  on 
the  ground  floor.  We  ore  starting  up  a 
new  260,000  square  feet  production 
facility  that  will  employ  state  of  the  art 
technology  in  all  production  depart¬ 
ments.  We  are  an  AM  paper  with  a 
160,000  daily  circulation  located  in 
Ohio.  The  individual  that  we  seek  must  be 
able  to  effectively  direct  moilroom 
personnel  in  a  high  volume,  short 
deadline  production  situation. 

Computer  skills  and  hands  on  experi¬ 
ence  with  Heidelberg/Harris  inserting 
equipment  a  definite  plus.  We  offer  an 
excellent  benefits  package  and  com¬ 
petitive  wages.  If  you  are  interested  in 
being  involved  in  this  excellent  ground 
floor  opportunity,  please  fax  your 
resume  to  Pam  at  (937)  225-2287. 


MARKETING 


CUSTOMER  RETENTION  MANAGER 


Cox  Ohio  Publishing,  parent  company 
of  the  Dayton  Daily  News  and  Spring- 
field  News-Sun,  both  daily  morning 
newspapers  in  beautiful  southwest 
Ohio  currently  seek  a  qualified  indi¬ 
vidual  to  assume  the  role  of  Customer 
Retention  Manager. 


We  believe  in  a  holistic  approach  to  sub¬ 
scriber  retention  and  have  structured 
ourselves  with  the  resources  and  the 
tools  allowing  us  to  get  our  arms  around 
this  difficult  industry  challenge.  This 
position  is  responsible  for  retention 
currently  divided  into  three  areas.  Pro¬ 
active,  outstanding  customer  relations 
utilizing  communications  and  services. 
Preemptive,  interact  with  a  customer  at 
several  points  of  contact  including 
management  of  the  customer  service 
center.  Recovery,  gain  lost  customers 
through  a  team  or  customer  advocate 
positions. 


Ideal  candidate  should  be  able  to  suc¬ 
cessfully  define  customer  retention  and 
pravide  the  direction  on  broad  strategies 
needed  to  succeed.  Candidate  must  be 
able  to  establish,  implement  and  manage 
strategies  to  ensure  an  outstanding 
customer  service  center  as  well  as  the 
development  of  additional  staff  that  would 
produce  marketing  and  communications 
materials  aimed  at  increasing  subscriber 
retention  and  loyalty. 


This  motivated  individual  must  exude 
customer  service  and  the  passion  for 
customer  retention.  Other  characteristics 
are  exceptional  problem  solving  skills, 
effective  orol  and  written  commu¬ 
nications,  ability  to  motivate,  guide  and 
direct  staff,  working  knovdedge  of 
telephone  system  operations,  under¬ 
standing  of  databases  and  a  thorough 
knowledm  of  circulation  systems.  Others 
included,  3-5  years  of  marketing  or 
customer  service  and/or  sales  man¬ 
agement,  3-5  years  of  multiple  project 
management. 


Please  send  resume  and  salary  require¬ 
ments  to: 

A^rk  Tormeno 

Assistant  Director  of  Retention 
Cox  Ohio  Publishing 
45  South  Ludlow  Street 
Dayton,  OH  45402 


www.mediainfo.com 


MARKETING 


ADVERTISING 
MARKETING  AAANAGER 


obsjobs@charlotte.com  or 
Fax  to  (704)  358-5707 


PHOTOGRAPHY 


PRESSROOM 


PRESSROOM  MANAGEMENT 


Hollinger  International  through  a  sub¬ 
sidiary  is  currently  constructing  a  new 
printing  facility  to  produce  the  Chicago 
Sun-Times  and  other  newspapers.  This 
is  a  high  technology  production  facility 
with  state-of-the-art  Goss  web  offset 
printing  presses  and  associated  prepress 
and  post  press  equipment  and  systems.  To 
maximize  performance  our  subsidiary  is 
seeking  experienced  pressroom  man¬ 
agement  who  can  demonstrate  effective 
skills  in  performance  and  leadership. 


If  you  are  looking  for  a  career  oppor¬ 
tunity,  please  send  your  resume  to  the 
following  address.  Selected  candidates 
will  be  contacted  directly  -  No  phone 
calls,  please. 


Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Ste.  31 9 
Chicago,  IL  60611 
Attn.  Marilyn 


We  are  an  Equal  Opportunity 
Employer 


PRESSROOM 

POST  PRESS  MANAGER 


The  Charlotte  Observer,  a  large  daily 
paper  in  the  fast-growing  region 
around  Charlotte,  NC,  is  seeking  a 
dynamic,  forward-thinking  leader  to 
direct  our  strategic  plan  of  advertising 
marketing.  Consult  with  advertising 
sales  managers  and  staff  to  use  market¬ 
ing  information  from  survey  research, 
databases  and  other  sources;  supervise 
two  marketing  assistants;  develop  col¬ 
lateral  marketing  pieces  used  in  sales 
presentations  and  marketing  kits;  main¬ 
tain  sales  software  on  computers  and 
train  sales  staff  on  its  use;  develop  and 
present  marketing  materials.  Requires 
three  years  advertising  marketing  or 
related  experience  and  two  years 
management  experience,  newspaper 
or  market  research  experience  a  plus. 
Must  have  excellent  numerical,  ana¬ 
lytical,  communication  and  pre¬ 
sentation  skills,  and  computer  skills 
including  PowerPoint  and  MSOffice. 
Part  of  Knight  Ridder,  a  Fortune  200 
company,  we  have  a  comprehensive 
benefits  package.  EOE.  Send  resume 
and  salary  requirements  to: 


LOOKING  FOR  FREELANCE  photo¬ 
graphers  from  all  parts  of  the  U.S.  for 
regular  assignment  work-primarily 
portraits  of  PR  pros  taken  on  location 
with  occasional  event  shoots.  PRWeek 
is  a  weekly  full-color  tabloid  business 
magazine.  If  your  rates  are  good/ 
sensible,  please  send  non-returnable 
portfolio  and  details  to  Lisa  Fain,  photo 
editor,  PRWeek,  220  Fifth  Avenue, 
1 4th  floor.  New  York,  NY  1 0001 . 


The  News  &  Observer,  a  McClatchy 
newspaper,  is  seeking  a  Post  Press 
Manager.  This  position  reports  to  the 
Production  Manager.  Though  a  seg¬ 
ment  of  our  manufacturing  process  is 
staffed  by  a  large  number  of  dedicated 
employees  it  can  still  be  a  demanding 
area  to  be  responsible  for.  We  pro¬ 
duce  175,000  newspapers  during  the 
week  and  220,000  for  Sunday.  These 
are  divided  into  as  many  as  4  editions 
and  42  advertising  zones  for  the 
inserted  materials.  We  are  running 
Ferag  gripper  conveyors  from  our  flexo 
presses  on-line  into  our  3-Harris  1 472 
inserters.  The  inserters  are  being 
upgraded  to  ICon  NT  control  systems. 
We  run  six  stacker  lines  with  Hall  Dual 
Carriers  and  Quipp  400's.  We  are  in 
the  process  of  installing  Prima2  pre¬ 
print  management  software.  Your 
experience  in  newspaper  production 
management  could  make  this  a  career 
opportunity  for  you.  We  are  interested 
in  a  very  professional  candidate  that 
believes  in  delivering  quality  through 
internal  and  external  customer  service, 
support  for  our  employees  and  ongo¬ 
ing  process  innovation  and  improve¬ 
ment.  This  position  closes  on  February 
26,1999.  If  you  are  this  candidate, 
please  forward  your  cover  letter  stating 
what  you  feel  you  bring  to  this  position 
and  what  you  expect  from  it  along  with 
your  resume  to: 


Post  Press  Manager 
The  News  &  Observer 
Human  Resources 
P.O.Box  191 
Raleigh,  NC  27602 


PRESSROOM  MANAGER 


The  Columbus  Dispatch  is  seeking  an 
experienced  pressroom  manager  to 
direct  daily  press  operations  including: 
coordinating  pressruns  and  other 
pressroom  activities,  administering  the 
annual  budget,  planning,  cost  controls, 
directing  the  staff  as  well  os  involve¬ 
ment  in  any  pressroom  related  issues. 
A  minimum  of  five  years  of  manage¬ 
ment  in  a  pressroom  setting  is  pre¬ 
ferred  along  with  offset,  double-wide 
press  experience.  Must  have  excellent 
communication  skills  and  be  able  to 
provide  effective  direction  to  personnel. 
Knowledge  of  Windows-based  PC 
programs  is  required  and  a  Bachelor's 
degree  is  preferred. 


We  offer  a  positive  work  environment 
with  a  competitive  compensation  and 
benefits  package  including  401  (k), 
health  insurance  with  no  monthly  pre¬ 
mium,  tuition  assistance  and  generous 
vacation.  Qualified  candidates  may  sub¬ 
mit  resumes  to  The  Columbus  Dispatch, 
Human  Resources  Department,  34  S. 
Third  Street,  Columbus,  OH  432 1 5. 


V/e  are  an 

Equal  Opportunity  Employer 


Just  because  you're  paranoid,  don't 
mean  they're  not  after  you. 

Kurt  Cobain 


_ SALES _ 

NATIONAL  SALES  MANAGER 


Morris  Communications  Corporation 
has  an  opening  for  a  National  Sales 
Manager  working  with  our  Metro  and 
Community  newspapers,  shopper  pub¬ 
lications  and  travel  books,  selling 
national  and  retail  advertising.  Position 
requires  extensive  travel  (about  40%  of 
the  time)  working  with  various 
advertisers,  ad  staff's  and  Morris  pub¬ 
lications  across  the  country.  Bachelor’s 
degree  or  equivalent  required,  plus 
three  to  five  years  experience  selling 
advertising  on  the  national  and 
regional  level.  Also  must  have  estab¬ 
lished  relationships  with  major  national 
and  retail  advertisers.  Good  orol,  writ¬ 
ten  and  sales  presentation  skills  essen¬ 
tial.  Base  salary,  commission  and 
bonus  pbns. 


Please  submit  resume  and  cover  letter 
to: 

A.  Mark  Smith 
Marketing  Director 
Morris  Communications  Corporation 
P.O.  Box  936, 725  Brood  Street 
Augusta,  GA  30903 


An  equal  opportunity  employer 


The 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 


34  characters  and/or  spaces  per 

line,  no  abbreviations. 

HELP  WANTED 

POSITIONS  WANTED 

(includes  online  posting) 

(includes  online  posting) 

1  week . 

. $11.75 

1  week  . 

. .  $5.50 

2  weeks  . 

. $10.35 

2  weeks  . 

. .  $4.60 

3  weeks  . 

. $9.05 

3  weeks  . 

. .  $3.80 

4  weeks  . 

. $7.85 

4  weeks  . 

. .  $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 


1  week . 

. $10.10 

2  weeks . 

. $8.90 

3  weeks . 

. $7.80 

4  weeks . 

. $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week . 

2  weeks 

3  weeks 

4  weeks 


$121  pci 
$110  pci 
$104  pci 
$100  pci 


PAYMENT 

Make  check  payable  to  Editor&  Publisher 
ppiHBia  or  charge  to  your  American  Express. 

MasterCard  or  Visa.  Please  supply  name 
IbmSSS  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TD  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 

FAX:  (212)929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 


EDITORIAL 


ADMINISTRATIVE 


GENERAL  MANAGER  of  successful 
lifestyle  magazine  seeks  to  relocate  out 
West.  Will  consider  all  opportunities. 
Reply  to  Box  08738,  Editor  &  Publisher. 

PUBLISHER  SEEKING  a  position  as 
Publisher/General  Manager.  Com¬ 
munity  leader,  people/profit  oriented. 
20  years  experience  in  advertising, 
circulation  and  commercial  printing. 
Will  relocate.  Call  Lonnie  at  (281) 
333-0606  or  E-mail  at: 

candy@phoenix,net 

PUBLISHER/GM  -  Daily  to  30,000  or 
Mid-to-large  weekly.  Community  oriented 
Publisher.  Strong  advertising  back¬ 
ground.  Motivator,  trainer,  bottomline 
achiever.  Reply  to  Box  08727  Editor  & 
Publisher. 

PUBLISHERS  CONSULTANT  -  Avail¬ 
able  for  short  or  long-term  projects,  or 
for  problem  review,  analysis  or  direct 
management  assistance,  i  work  as  the 

Cublisher's  right  hand.  Experienced  in 
oth  quick  turnaround  techniques  and 
in  achieving  long-range  goals.  Able  to 
develop  or  simply  implement  new 
policies  to  solve  revenue,  distribution 
or  content  problems  by  department,  or 
for  overall  problem  solving.  Skilled  in 
training  ad  rep,  reporting  staff,  circula¬ 
tion  and  management  personnel.  All 
services  confidential.  Call  Michael  Bra¬ 
dley  at  (508)  563-2835  or  E-mail: 
mbradley@capecod .  net 

WEEKLY,  daily,  shopper,  business 
journal,  magazine.  Need  a  communi¬ 
ty-minded  publisher  who's  had  success 
in  any  kind  of  print?  (630)  262-9512. 

CIRCULATION 

CIRCULATION  VETERAN  WITH  20-t- 
years  experience.  Most  recent  position 
single  copy  sales  manager  during  suc¬ 
cessful  AM  conversion.  Willing  to 
i  relocate.  Contact  Bob  (814)  742- 
9878. 

I  EDITORIAL 

j  EXPERIENCED,  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
I  trade  or  specialty  publication.  Willing 
to  relocate.  (305)  891 -2595. 


A-1  Sports  Editor/Reporter  will  energize 
your  staff.  Small  town  to  metro,  this  guy 
can  do  it  all.  West  Coast  preferred.  (319) 
354-2433, 

!  GCarBypass@aol.com 

j  COLUMBIA  J93  graduate  seeks  deman¬ 
ding  GA  reporting  gig  at  midsize 
daily.  Prefer  Northeast.  Editor  at  major 
publishing  house  now  ready  to  dig  and 
write  real  stories  about  real  people. 
Please  no  fluff.  Try  me;  I  may  make 
;  your  paper  proud. 

Liso  (914)  876-1775  ErVe23@aol.com 

I  EXPERIENCED  AMERICAN  JOURNALIST 
j  in  Spain  seeks  freelance  work  or  regular 
I  stings  any  area  -  travel,  business  etc. 

I  Europe-wide  Contact: 
i  jonesbenjamin@hotmail.com _ 

I  EXPERIENCED,  VERSATILE  TV  COL¬ 
UMNIST  and  reporter,  with  extensive 
professional  background  covering  tele¬ 
vision  and  media.  More  than  five  years 
j  as  regular  TV  critic  for  two  major 
I  dailies;  more  than  1 2  years  as  reporter 
I  ond  correspondent  for  same  papers. 
Seeking  full-time  position  covering  TV- 
media  beat  for  metropolitan  daily.  Will¬ 
ing  to  relocate.  Strong  pop  cultural 
sense  and  voice.  Diverse  credentials, 
references,  clips  available  upon 
request.  Call  (801 )  533-2120. _ 

I  FREELANCE  BUSINESS/TECHNOLOGY 
writer  seeks  news  and  feature  assign- 
■  ments.  Visit  www.biztecwriter.com  or  E- 
mail  dweaver@reporters.net  or  call  (904) 
761-9072. 

No  work-for-hire. 

LONDON-BASED  Freelance  Journalist 
available.  1 2  years  U.S.  and  UK 
magazine  and  wire  service  experience. 
Any  topic  including  financial. 

Phone/Fax  (01 1  -44)  821-6758 
E-mail:  jpaige@claranet 

VERSATILE  SPORTS  WRITER/EDITOR  - 
Experienced  covering  NBA,  MLB,  NFL, 

:  college,  auto  racing.  Seeks  reporter, 
editor  or  correspondent  position  with 
sports  magazine,  newspaper  or  online 
publication.  Call  (71 3)  783-3049. _ 

1  YOU  NEED  MY  EXPERIENCE:  assistant 
editor  200,000  weekly  and  designer 
60,000  daily.  Fax  (253)  568-2738. 

^  TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 

Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 
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Continued  from  page  13 

“Obviously,  we’ve  achieved  some  kind 
of  middle  ground  for  journalism  to  embrace 
all  aspects  of  what  we’re  doing  in  the  field 
today,”  says  Geimann. 

He  says  that  while  public  Journalism 
advocates  criticize  the  code  for  ignoring 
their  concerns,  Lawbaugh  feels  the  code  has 
gone  too  far  in  favoring  public  journalism. 

Over  the  years,  the  code  has  undergone 
revisions  to  better  reflect  the  changing 
nature  of  journalism  and  technology.  There 
have  been  debates  over  draft  codes  sound¬ 
ing  too  “moralistic”  in  tone  or  not  including 
an  enforcement  or  sanctions  clause. 

Becky  Tallent,  part  of  the  panel  that  draft¬ 
ed  the  current  code,  says  that  while  the  issue 
of  public  journalism  was  probably  discussed 
outside  the  formal  drafting  session,  it  was 
never  on  the  table.  “I  do  remember  com¬ 
menting  to  one  person  about  it  and  1  cannot 
say  for  sure  that  no  one  else  privately  dis¬ 
cussed  the  subject  as  I  did  during  a  break.  I 
just  wanted  to  make  it  clear  that  the  issue  of 
community  or  public  journalism  was  not  on 
the  table  as  we  developed  the  code,”  says 

Language 

Continued  from  page  14 

The  production  could  save  time  for 
editors  because  some  print  or  Web 
pages  could  be  generated  automatical¬ 
ly,  such  as  briefs  pages,  because  nut 
paragraphs  could  be  assembled  at  the 
touch  of  a  button  —  a  tedious  function 
that  now  could  take  hours.  “This  would 
be  a  way  to  describe,  edit,  and  enhance 
at  the  entry  point  —  at  the  beginning  of 
the  process  as  opposed  to  tacking  it  on 
the  end,”  Small  says.  “That’s  where 
there  is  a  potential  for  efficiency.” 

In  an  effort  to  efficiently  archive 
news  stories,  news  librarians  already 
are  marking  up  copy  to  make  it  easier 
for  readers  and  company  insiders  to 
search  for  authors,  key  subjects,  titles, 
dates,  etc.  The  markup  language  could 
make  it  even  more  streamlined  for 
news  librarians,  participants  say. 

The  old  way  of  marking  up  copy  is 
obsolete  and  inefficient,  participants 
say.  The  new  markup  language  would 
be  an  industrywide  standard  that  would 
also  make  it  easier  for  publishing  sys¬ 
tem  vendors  to  install  computer  sys¬ 
tems  at  news  operations. 

The  news  industry  “has  a  long  histo¬ 
ry  of  having  vendors  come  in  to  differ¬ 
ent  locations  with  different  specs  and 
ask  for  their  systems  to  be  cus¬ 
tomized,”  says  Small.  The  news  mark- 
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Tallent,  editor  of  The  Oklahoma  Banker. 

Peter  Y.  Sussman,  a  key  author  of  the 
revised  code,  accuses  Lawbaugh  of  misread¬ 
ing  the  code.  “Professor  William 
Lawbaugh’s  thesis  is  quite  a  stretch.  He 
seems  to  be  trying  to  force  most  of  the  code 
into  his  preconceived  theoretical  world  view, 
inappropriately  yoking  together  —  and  mis¬ 
reading  —  disparate  elements  to  make  a 
false  but  unified  case.  It’s  such  a  mishmash, 
I  hardly  know  where  to  begin,”  says 
Sussman,  former  president  of  the  Northern 
California  Pro  Chapter.  He  says  that  some  of 
the  alleged  public  journalism  passages  in  the 
code  are  just  good  journalism. 

“The  open  exchange  of  views  is  as  old  as 
journalism;  it  is  not  a  trademark  of  civic 
journalism,  and  to  trace  the  phrase  to 
forums  and  focus  groups  and  letting  the 
man  in  the  street  ‘hold  forth’  is  a  serious 
misreading  of  both  the  history  of  journalism 
and  the  SPJ  code.  The  code  simply  states 
that  journalists  have  an  obligation  to  seek 
truth  beyond  their  own  biases.  Classic 
stuff,”  says  Sussman. 

Jan  Schaffer,  executive  director  of  the  Pew 
Center  for  Civic  Journalism,  disagrees  with 

up  language  would  create  a  uniform 
system  with  far-reaching  benefits  on  an 
international  scale. 

Though  the  tags  would  exist  indus¬ 
trywide,  the  specifications  for  the  tags 
could  be  customized  for  each  news 
outlet.  The  language  would  be  written 
in  the  XML  code,  which  is  a  flexible 
markup  language  based  on  plain  lan¬ 
guage.  For  instance,  a  byline  tag  could 
be  Helvetica  bold  at  newspaper  A, 
Bodoni  italic  at  newspaper  B,  and 
Futura  with  an  underline  for  online 
news  operation  C,  depending  on  cus¬ 
tomization.  The  customization  would 
be  in  the  background,  while  the  tag 
would  simple  say  <byline>. 

Dan  Froomkin,  senior  producer  for 
politics  at  washingtonpost.com,  says 
precious  time  spent  on  marking  up  print 
copy  is  now  stripped  off  at  his  organiza¬ 
tion,  and  the  copy  becomes  plain 
“ASCII”  type  so  the  story  can  be  recy¬ 
cled  on  the  Web  site.  “All  that  time 
spent  on  value  shouldn’t  be  lost,  it 
should  be  leveraged,”  Froomkin  says. 
“[The  markup  language]  is  just  one 
way  newspapers  and  online  are  going 
to  be  evolving  together.  Newspaper 
sites  are  the  premiere  source  of  news 
on  the  Web,  which  they  should  be. 
Then  we  need  tools  to  leverage  every 
ounce  of  value  from  what  newspa¬ 
pers  produce.”  Hi 


Lawbaugh’s  conclusions.  “I  disagree  with 
his  (Lawbaugh’s)  view.  1  think  the  SPJ 
Ethics  Code  states  that  it’s  the  journalist’s 
job  to  support  the  open  exchange  of  ideas, 
even  views  they  find  repugnant.  1  think  that 
is  certainly  the  proud  heritage  of  journalistic 
coverage  of  the  civil  rights  movement  in  this 
country.  You  cover  it  whether  you  believe  it 
or  not.  Heaven  forbid  that  journalists  should 
be  empowered  to  decree  what  is  a  legitimate 
idea  vs.  what  is  a  repugnant  idea.  I  don’t 
think  that’s  our  job,”  says  Schaffer. 

Racks 

Continued  from  page  10 
advertising  revenue.  Instead  of  putting  the 
racks  where  they  will  serve  the  public 
interest  by  making  news  available,  they 
will  be  placed  on  the  basis  of  how  much 
advertising  money  they  can  draw.” 

Noting  the  ad-bearing  pedmounts  will 
be  lit  at  night,  Brugmann  grumbles,  “News¬ 
papers  will  become  nothing  more  than  an 
appendage  to  a  lighted  billboard  under  the 
control  of  the  mayor  and  run  by  a  big  New 
York  company  selling  corporate  ads.” 

SF  Weekly  publisher  Jim  Rizzi  contends 
that  Brown  has  exaggerated  the  amount  of 
blight  produced  by  the  stand-alone  racks, 
adding:  “I  believe  there  is  a  great  degree 
of  political  motivation  behind  the  push  for 
the  contract  with  Adshel.” 

SF  Frontlines  editor  Carlos  Petroni  also 
doesn’t  believe  the  pedmounts  are  a  good 
idea.  Besides  causing  small  papers  to  lose 
their  identity,  he  fears,  monthly  publica¬ 
tions  will  be  put  on  a  waiting  list  for  slots 
as  priority  is  given  to  dailies  and  weeklies. 

Actually,  a  Newsrack  Advisory  Commit¬ 
tee  appointed  by  the  DPW  plans  one  space 
for  monthlies  for  every  three  spaces  as¬ 
signed  to  dailies  and  weeklies.  Petroni  says 
the  idea  will  not  work  out  in  practice  be¬ 
cause,  with  70  to  80  publications  using 
racks  in  San  Francisco,  there  won’t  be 
enough  room  for  the  monthlies:  “I  don’t  see 
anything  else  but  a  wait  list,”  he  observes. 

The  city  is  violating  antitrust  laws, 
Petroni  states,  by  giving  Adshel  a  monop¬ 
oly  for  distributing  newspapers  in  the  city. 

Petroni  got  some  support  for  his  com¬ 
plaint  from  Angela  M.  Carmen,  Northern 
California  manager  for  USA  Today  and  a 
member  of  the  advisory  committee.  In  a 
letter  to  her  fellow  committee  members, 
she  said  USA  Today's  participation  in  the 
suit  was  an  “unattractive  choice.  Everyone 
felt  cornered,  otherwise  this  lawsuit  would 
not  have  happened.” 

The  city  must  respond  by  Feb.  16  to  the 
first  lawsuit.  A  court  hearing  will  be  held 
March  9  to  determine  if  the  DPW  can 
begin  to  enforce  the  ordinance.  IH 
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E<S?P  SHOP  TALK  AT  THIRTY 


by  John  Dart 


Newspapers  get  religion 

Religion  has  migrated  to  Page  One,  as  coverage  has  expanded 
in  response  to  rising  public  interest  and  new  movements 


As  the  turn  of  the  millennium  nears, 
the  news  business  is  taking  reli¬ 
gion  more  seriously. 

Some  critics  in  organized  religious 
groups  might  suspect  that  the  expanding 
coverage  is  driven  by  sensationalist  mo¬ 
tives  —  editors  envisioning  titillating  sto¬ 
ries  of  end-of-the-world  religious  sects 
and  the  like.  Instead,  beefed-up  coverage 
of  spiritual  matters  appears  to  be  a  belated 
response  to  persistent 
evidence  from  opinion 
surveys  and  bestseller 
lists  that  spiritual  pur¬ 
suits  still  influence 
many  Americans,  de¬ 
spite  the  prevailing  sec¬ 
ular  tone  of  public  life 
and  culture. 

During  the  1990s, 
dozens  of  newspapers, 
from  the  Atlanta  Journal 
and  Constitution  to 
Cleveland’s  The  Plain 
Dealer  and  The  Salt 
Lake  City  Tribune,  have  launched  weekly 
religion  sections  and  increased  front-page 
treatment  of  religion.  The  Dallas  Morning 
News  set  the  pace  four  years  ago  by  start¬ 
ing  a  six-page  religion  section. 

The  New  York  Times  has  two  national 
religion  writers  in  addition  to  columnist 
Peter  Steinfels,  and  recently  The  Associ¬ 
ated  Press,  a  chief  source  of  stories  for 
newspapers  across  the  country,  hired  two 
experienced  religion  writers  to  replace 
one  who  left. 

“The  executives  here.  I’m  sure,  are  re¬ 
sponding  to  what’s  happening  out  there 
and  serving  the  requirements  of  our 
clients,”  says  one  of  the  AP  writers,  Rich¬ 
ard  Ostling,  formerly  of  Time  magazine. 

The  Los  Angeles  Times  has  five  full¬ 
time  religion  writers:  Larry  B.  Stammer, 
Teresa  Watanabe,  Mary  Rourke,  Elaine 
Gale,  and,  starting  in  a  few  week.s, 
Margaret  Ramirez,  who  will  focus  on  reli¬ 
gious  issues  in  Southern  California’s 
rapidly  growing  Latino  community. 

Beyond  the  amount  of  coverage,  the 
content  of  religion  reporting  also  has 
changed  greatly  in  the  last  30  years.  When 


1  joined  the  Los  Angeles  Times  in  1 967  as  a 
second  religion  writer  —  for  years  the 
Times  was  one  of  the  few  U.S.  papers  with 
two  full-time  religion  specialists  —  the 
Saturday  religion  pages  and  other  designat¬ 
ed  spots  for  “church  news”  were  the  prima¬ 
ry  spaces  for  religion  news  in  most  papers. 

But  the  global  ecumenical  movement, 
the  Catholic  Church’s  historic  Second 
Vatican  Council  (1962-65),  and  religious 
involvement  in  the  civil 
rights  and  anti-war 
struggles  of  the  1960s 
challenged  Journalism’s 
ability  to  cover  change 
and  controversy  swirl¬ 
ing  about  touchy  reli¬ 
gious  issues. 

Every  Christmas, 
through  1970,  the 
Times  editorialized  on 
the  story  of  Jesus’  birth 
in  the  Gospel  of  Luke 
—  a  common  form  of 
partiality  toward  Chris¬ 
tianity  that  is  now  a  thing  of  the  past. 

Similarly,  reporters  who  used  to  focus 
almost  exclusively  on  established  reli¬ 
gions  have  over  time  found  more  interest¬ 
ing  stories  about  young,  Bible-carrying 
“Jesus  People”  groups  in  Southern  Cal¬ 
ifornia  or  about  eloquent  black  pastors 
who  called  attention  to  entrenched  church 
racism  or  about  women  who  pushed  for 
ordination  as  pastors. 

Covering  a  large  Sunday  service  in  late 
1969  of  the  new  Metropolitan  Community 
Church  in  Hollywood,  1  never  thought  this 
first  congregation  for  gays  and  lesbians 
would  become  a  worldwide  denomination 
within  a  couple  of  decades. 

In  other  stories,  Buddhist  and  Hindu 
movements  began  to  make  their  presence 
known  in  Southern  California,  and  in  the 
late  1980s.  Muslim  leaders  began  to  lift 
Islam’s  prominence  in  region’s  vibrant 
interfaith  affairs. 

On  the  national  level  from  the  mid- 
1970s  through  1990,  the  dominant  stories 
concerned  U.S.  Catholic  bishops,  Jerry 
Falwell  and  the  Moral  Majority,  and  the 
1987-88  televangelist  scandals.  Increas¬ 


ingly,  religious  trend  stories  quoted  not 
only  Christian  and  Jewish  sources  but  also 
those  in  other  faith  groups. 

Not  everyone  welcomed  the  ways  cov¬ 
erage  changed.  Besides  contending  with 
growing  religious  pluralism  and  liberal- 
conservative  polarization  on  issues  of 
abortion  and  homosexuality,  many  clergy 
and  lay  leaders  expressed  dismay  over 
news  coverage  of  religion.  And  spiritual 
explorers  only  loosely  aligned  with  insti¬ 
tutional  faith  often  found  much  news  cov¬ 
erage  irrelevant. 

Invited  to  study  tensions  between  reli¬ 
gion  and  the  news  media  in  1992-93  at  the 
Freedom  Forum’s  First  Amendment 
Center  at  Vanderbilt  University,  I  conclud¬ 
ed  in  a  report  with  the  Rev.  Jimmy  Allen 
that  inadequate  coverage  of  religion  often 
resulted  from  widespread  ignorance  of  a 
complex  subject  by  news  professionals. 
Instead  of  overt  anti-religious  bias,  we 
found  a  reservoir  of  goodwill  in  news¬ 
rooms —  but  uncertainty  on  how  to  cover 
something  whose  influence  on  society  is 
so  subtle.  This  uncertainty  showed  up  in 
new  names  for  the  religion  beat:  religion 
and  ethics,  faith  and  philosophy,  religion 
and  spirituality,  faith  and  values,  etc.  1 
think  that  religion  and  spirituality  is  the 
best  combination,  since  ethics  and  values 
are  essential  for  every  news  field  —  from 
government,  to  business  to  sports. 

Numerous  forums,  including  a  confer¬ 
ence  in  Rome  last  year  involving  four  ex¬ 
presidents  of  the  American  Society  of 
Newspaper  Editors,  have  called  for  more 
sophisticated  religion  coverage.  At  least 
two  foundations  are  funding  seminars  for 
Journalists  new  to  religion  coverage,  and 
membership  in  the  Religion  Newswriters 
Association  has  hit  a  high  of  260. 

“The  most  telling  figure  is  that  nearly  a 
third  of  them  have  Joined  since  January  of 
1997,”  says  President  Gayle  White,  one  of 
three  religion  writers  at  the  Atlanta 
Journal  and  Constitution. 


Dart,  recently  retired  after  31  years 
covering  religion  for  the  Los  Angeles 
Times,  where  this  article  first 
appeared  in  slightly  different  form. 


The  traditional 
Christmas  editorial 
becomes  a  relic 
of  bygone  days 
of  religious 
homogeneity. 
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[  Save  Time,  Save  Effort  ] 

If  your  job  is  to  plan  for,  research,  budget  for,  or  buy  products 
and  services  for  your  newspaper  company,  the  E&P  Online 
Buyer’s  Guide  is  sure  to  become  your  primary  resource! 

[  Comprehensive  J 

More  than  2,000  listings  for  businesses  that  sell  both  tradi¬ 
tional  newspaper  and  new  media  products  and  services  to 
news  companies. 

[  Easy  J 

Search  by  general  service  type,  specific  service  type,  key 
words,  company  name,  geographic  location.  Even  if  you  don’t 
know  exactly  what  the  product/service  is  that  will  serve  your 
needs,  you  can  find  someone  who  does! 

[  Complete  ] 

Listings  provide  company  name,  address,  phone,  fax,  e-mail 
and  Web  site  data.  You  also  find  a  list  of  specific  products  and 
services  offered.  Many  offer  descriptions  of  their  products  and 
services  with  hyperlinks  to  their  own  product/service  sites. 
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GET  THE  RIGHT  DATA,  I 
RIGHT  DECISI 


The  days  are  gone  when  everyone 
had  to  fit  into  one  system. 


For  our  smallest  customers,  we 
send  some  parts  once  every  three 
months.  Our  largest  customers  out¬ 
source  all  their  worldwide  logistic 
problems  to  us,  including  warehouses 
and  employees.  TNT  responds  flexibly 


to  all  these  varied  requirements.  It  is  a 
matter  of  mentality.  The  mentality  that 
makes  the  50,000  employees  ofTNT  so 
exceptional.  And  that  can  also  enhance 
the  speed  and  flexibility  of  your  opera¬ 
tions.  Because  the  days  are  gone  when 


every  assignment  had  to  fit  into  the 
same  system.  Would  you  like  to  find 
out  what  TNT  can  do  for  your  inter¬ 
national  express,  mail  and  logistics? 
Call  TNT:  1-888-624-5327.  Or  visit  our 
website:  www.tnt.com 


Global  Express,  Logistics  &  Mail 


